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To All Executives Who Appreciate 











Pik OOF 
If you want proof that Caravel 


Plans get results, check with 


American Can Company 
American Machine and Metals, Inc. 
The Bates Manufacturing Company 

Wallace Barnes Company 

Bethlehem Steel Company 

Black & Decker Manufacturing Company 
Cadillac Motor Car Division 

of General Motors Corp. 

Calco Chemical Company, Inc. 

S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 

Congoleum-Nairn, Inc. 

Dictaphone Corporation 

Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Lead Company 
Raybestos-Manhattan, Inc. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 
U. S. Industrial Alcohol Company 


OR ANY OTHER CARAVEL CLIENT 


























GOOD SELLING 


E invite you to see a Caravel picture and 
investigate results. 


Why? Because Caravel pictures are designed 
for only one purpose—to increase sales. And that's 
exactly what they do. 


For example: Six thousand new and desirable 
dealers. An order stepped up from 250 to 350 
units (an increase of approximately $20,000). Pur- 
chases by one of America’s largest stores built 
up from ten to fifty thousand dollars. 


True, your business is “different.” 


But—selling is selling, whether it's blankets or 
biscuits, collars or corsets, paint or pipe, dyes 
or Dictaphones! 


Among the pictures we have made—to meet 
repeatedly a wide variety of selling problems— 
there's a picture that will suggest for your com- 
pany a highly profitable motion picture program. 





You owe it to yourself to see that picture, 
either in our local projection rooms or at your 
own headquarters. 


CARAVEL FILMS 


INCORPORATED 


New York e 730 Fifth Avenue e¢ Tel. Circle 7-6112 
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Filmosound “‘COMMERCIAL” is a compact, single- 


case projector offering the utmost in convenience and 


simplicity of operation for the busy salesman. It pro- 
vides uninterrupted, three-quarter-hour showings of 
theater quality in salesroom, showroom, hotel room, 
or moderate-sized auditorium. 





Filmosound “‘MASTER” is a more powerful projector 
for serving larger audiences. It shows both sound and 
silent films. Has provision for using both a public- 
address microphone and phonograph turntable. Has 
powerful amplifier and 750-watt lamp with condenser 
for 32% brighter pictures. 


FILMOARC—the most pow- 
erful of 16 mm. projectors— 
employs the automatic, elec- 
tric-arc type of illumination 
used by movie theaters. It 






When the great 
majority of leading 
business film users selects 
one particular make of sound mo- 
tion picture projectors, it can’t be 
an accident. The chosen projectors 
must have definite extra values! 
Here is what Bell & Howell 
Filmosounds have .. . that makes 
them by far the first choice of in- 
dustrial film users: 


PRECISION 
Made by the makers of Holly- 
wood’s professional equipment, 
Filmosounds have the precision re- 
quired to provide unsurpassed 
theater-like presentations. 

DEPENDABILITY 

Filmosounds are easy for your rep- 
resentatives to operate. 
They assure masterful pres- 
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choi 


OF INDUSTRIAL 


FILM USERS! 






showed them with Filmosounds, 
Why? Because Filmosounds can be 
relied upon to perform brilliantly 
12 hours a day, seven days a week, 
for month after month of constant 
use! They’re built that way! 

Now, whether your need is for 
compact machines for your sales- 
men to carry or for 16 mm. pro- 
jectors adequate for the largest 
auditorium, there is an ideally 
suited Bell & Howell model. Let us 
give you complete details. Mail cou- 
pon. Bell & Howell Company, Chi- 
cago; New York; Hollywood; 
London. Established 1907. 

« 
Investigate Business Movies Today 
Mail coupon for SHOWMANSHIP, a concise 
interesting booklet giving facts 


every executive ought to know 
about business films. 











poovines such screen bril- 
iance and ample sound vol- 
ume that it can be used in 
largest auditoriums. 









PRECISION-MADE BY 


BELL & HOWELL 
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UNRIVALED 
PERFORMANCE 








NO wonder cameramen place full confi- 
dence in Eastman’s three negative films. 
They know that each offers specialized 
ability to meet modern production de- 
mands. Even more important, they know 
that every foot will have the same high 
quality, the same unvarying dependa- 
bility. Eastman Kodak Co., Rochester, N.Y. 
(J. E. Brulatour, Inc., Distributors, Fort 


Lee, Chicago, Hollywood.) 





PLUS-X SUPER-XX 
for general studio use for all difficult shots 
BACKGROUND-X 


for backgrounds and general exterior work 


EASTMAN NEGATIVE FILMS 
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In the 250 seat theater of the new, modern plant of S. C. Johnson & 
Sons, Inc., makers of Johnson's Wax, Racine, Wisconsin, the electrically 
operated Da-Lite Electrol Screen provides maximum convenience. 


The selection of a Da-Lite Screen by Frank Lloyd Wright for this 
most modern plant is further tribute to the efficiency and superior 


quality of Da-Lite equipment. 


The Electrol Screen is operated entirely by electrical control. A 
motor and gear drive unrolls and rerolls the fabric, stopping it auto- 
matically when completely lowered or completely rewound. Because 
speed is constant there is never any strain on the fabric. The Electrol 
ean be hung from wall or ceiling or can be installed in recesses. It 
is ideal for large class-rooms and auditoriums. 
It is available with white or Da-Lite Glass- 
Beaded surface in 14 standard sizes up to 
and including 20’ x 20’. The 48 page Da Lite 


Da-Lite Sereens, used in industry, schools and 





THE DA-LITE SCREEN COMPANY, 


CRAWFORD AVENUE 


2 i 


NORTH 
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catalog fully describes the Electrol and other 





You will find it a valuable ref- 


homes. 
erence book for the selection of screens 
Send for your 


for any requirement. 


free copy now. 
For convenience, perfect projection and de- 
pendable service, Da-Lite Screens are first 


choice of leading users, producers and 
distributors of business films. 


CHICAGO, ILLINOIS 
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e fo THI Bakersfield (Cal.) Re 
publican goes Camera Eve’s award 
for this folksy tale from the lighter 
side of the business: 
@ “Mixed Drinks” might be the 
title of an odd experience of Shan- 
non Baker. of Lane-Wells, one 
evening recently. With a movie 
machine and picture film of the 
company’s Electrolog he set out to 
exhibit it before the Kern County 
Mineral Society’s monthly meeting. 
Arriving with his outfit he set it 
up and ran the picture. After the 
applause he was asked by the 
chairman of the meeting how he 
had chanced to come. 
Investigation brought out that 
he was in the wrong building and 
the wrong meeting; and that 60 
members of the Mineral Society 
were waiting for him at the Coca- 
Cola Bottling Company’s building 
on Nineteenth street. He had gone 
to the Seven-Up Company’s build- 
ing on Eighteenth street by mis- 


take. 


Films for Studio Audiences 


More than a year ago we took 
note of the remarkable success 
attendant upon the combined pres- 
entation of radio audience shows 
and the sponsor’s films. Several 
times weekly now. the nationally 
broadcast Lucky Strike show is 
preceded by a showing of The 
Story of Lucky Strike to the as 
sembled studio audiences. When 
it is considered that additional 
entertainment is generally offered 
such audiences to overcome the 
briefness of the broadcast period, 
the benefits of these sales educa- 
tional reels is easy to appreciate. 


Lights, Camera, Action! 


@ Les Sholty. the Maxon agency 


exec who supervised production of 


Hotpoint’s swellelegant new fea- 
ture Blame It On Love, reports that 
things were moving rather briskly 
at the Hal Roach lot while they 
were out there shooting last year 
One of those prehistoric animal 


epics was being put together on a 
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nearby stage and things got a 
little boisterous at times. Finally. 
in the middle of one of those days, 
1 real clatter and banging broke 
out together with a complete 
blackout of all the lights. 

The boys were pretty sore about 
it too “cause enough is enough. 
Nuts to them dinosaurs and words 
to that effect. Things cooled down 
quite a bit though when they 
learned they’d been in an honest- 
to-God earthquake. 


{ Visual Case History 

* The march of the motion picture 
into the class rooms and club 
rooms of the State of Texas has 


tripled in the past decade, figures 








NEWS AND COMMENT OF THE INDUSTRY 


and religious groups. Subjects vary 
in scope from Vickey’s Good Deed. 
a two-reel Our Gang comedy, to 
Principles of Electro-magnetism, a 
one-reel film on electro-magnetic 
phenomena. 

Attributing the steady but rapid 
increase in the use of visual in- 
struction to the increase of rural 
electric power and the growth of 
interest in motion pictures as an 
easy but impressive way of teach- 
ing. Mrs. Moore sees a need for 
continued expansion of the work. 

Types of visual instruction in- 
clude, in addition to silent and 
sound film, lantern slides, mounted 
flat pictures, sterographs, music 
records and slides. The bureau is 
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released this month by Mrs. 
( harles Joe Moore. director of the 


visual instruction bureau at the 
University of Texas, reveal. 

Reports from 3,404 users of bu- 
reau films show that 1,027,542 
people saw 10,906 presentations 
during the last four months of 
1939 alone. Mrs. Moore said. 

An average of more than thirty 
shipments are made from the bu- 
reau daily to educational, civic 


Patent Office. 





a branch of the University’s exten- 
sion division. 


Progress of the Industry: 

* Observers of current style trends 
will be glad to learn that the Fay- 
Miss Brassiere Company of New 
York is helping things along with 
a new document entitled Beauty in 
Bali. Jack, the printer’s son, notes 
that this shows an uplifting trend 
in the industry. 


Keeping the Records: 


* An impressive total of fine pic- 
tures has been released in the early 
part of this year. There will be 
no challenging the value and re- 
sults certain to come to the spon- 
sors of Refreshment Through the 
Years (Coca-Cola); These Thirty 
Years (Armstrong Cork); Blame 
lt on Love (Hotpoint) ; and almost 
twenty other major productions al- 
ready on the credit side of the 
industry’s ledger for 1940. There 
is a note of guidance for the user 
considering this medium in the 
fact that every one of the above was 
turned out by an experienced and 
competent productional organiza- 


tion. Trade papers: please copy. 


Words and Comment: 


® We're due to break the silence 
again on April 8th at Peoria where 
assembled members of the Peoria 
Advertising and Selling Club will 
hear about the business of business 
films from us. This is the first of 
a new series of ad club talks and 
will probably merit the little com- 
ment printers put on memo pads: 
“don’t say it, write it!” 


Let the Audience Judge 


* There’s only one short and sweet 
comment necessary in the often 
debated question about theatre 
audiences and screen advertising. 
There isn’t a theatre in America that 
hasn't been showing self-advertis- 
ing reels since it opened its doors 
and upwards of fifty percent have 
always shown outside commercial 
advertising reels to their audiences. 


Personalities in the News: 


* T. C. ROBINSON and a group of 
associates have announced the or- 
ganization in Chicago of a creative 
and merchandising service for film 
sponsors. ED. LAMM is the new 
general sales manager of Pathe- 
scope (New York City). We’re 
happy to see H. G. CHRISTENSEN of 
West Coast Sound Studios (New 
York City) back in action again. 
WILLIAM C. REAVIS of the University 
of Chicago is chairman of the 
Second Midwestern Forum on 
Visual Teaching Aids to be held 
at the Hotel Morrison in Chicago 
on April fifth and sixth. 
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1940 


ARE CORDIALLY 


INVITED TO WITNESS SCREENINGS OF 


Our 


Recent Major DProductions* 


American Airlines, Inc. 


“ALONG THE SKYWAYS” 


American Hawaiian Steamship Company 


“DUTY TO CARGO” (In Cosmocolor) 


Deere & Company 


“JOEL GENTRY IN HOLLYWOOD” 


Dodge Division, Chrysler Corporation 


“LAND OF THE FREE” 


Edison General Electric Appliance Co. Inc. 
(Cooperation of Maxon, Ine.) 


“BLAME IT ON LOVE” 


The Goodyear Tire & Rubber Company, Inc. 


“THE SCARECROW TAKES UP MAGIC” 


Hi. J. Heinz Company 


“YESTERDAY, TODAY AND TOMORROW” 


Hudson Motor Car Company 


“FIVE GRAND AND A GIRL” 


Institute of Life Insurance 


(Cooperation of J. Walter Thompson Company) @ sf 


“AMERICAN PORTRAIT” 


International Harvester Company 


“THE WILSONS GO TO TOWN” 


Oldsmobile Division, General Motors Sales 
Corporation 


“BIGGER AND BETTER” 


Nash Division, Nash-Kelvinator Corporation 


“ARE YOU GAME?” 


Standard Oil Company (Indiana) 


“PENNY TURNS PRO” 


John P. Squire Co. 


“THREE MAGIC WORDS” 


«Partial listing only. 


The production and distribution 
plans for each of the above sub- 
jects have been designed to meet a 


particular merchandising situation, 


Catering to a select clientele 
who demand distinctive 
and outstanding Sound 


Motion Picture Productions 
for Commercial Application. 
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Me Jey \Q40_AMPRO LIN 


8 M/M MODEL" 
HOME MOVIE PROJECTOR 
500 Watt Illumination. Re- 
verse — 400 Ft. Reel Capacity $98 


16 M’'M SILENT MODEL “KD” 
750 Watt Illumination. F 1.6 $135 


Lens—Reverse and Stills . 








16 M/M SOUND-ON-FILM 
ODEL “XA” 
750-1000 Watt Illumination Mic. or 


Phono. Mixing with Sound. 
Sound Speed Only. . - $275 





16 M/M SOUND-ON-FILM 
MODEL “YSA” 


Silent-Sound Speeds— Mix- 
ing, Reverse, Still Pictures $320 
Model ““YA"’, without Reverse-Stills $295 





16 M/M AMPRO-ARC 


SOUND-ON-FILM MODEL “AA” 


$1210 





TRI-PURPOSE PUBLIC 
ADDRESS SYSTEM,MODEL PA 
Provides Vol. for Audiences 
up to 10,000. Amplifier only . 3145 


16 M’M SILENT MODEL “UC” 
750 Watt Illumination. ‘Convertible 
into Sound Models UA and 
RAR Rep *1'75 





16 M/M SOUND- ON-FILM 
MODEL “UA” 
750 Watt Illumination. Mic. and 


Phono. Mixing with Sound. 
Still Pictures and Reverse $345 


DUAL OPERATION OF “YSA” 
With TRI-PURPOSE AMPLIFIER 
Mounted on Ampro Projector 
Stands 





16 MM SILENT MODEL —— 
750-1000 Watt Illumination. ‘Conver- 
tible into Sound Model YSA.’ 

1600 Ft. Reel Capacity $195 





16 M’M SOUND-ON-FILM 
MODEL “UAB” 
Same as Model “UA” but enclosed 
in Sound-Proofed Blimp Case. $365 





A POPULAR COMBINATION 


Low Priced Classroom Model with 
Tri-Purpose Amplifer and 


| Projector Stand 











BS-44) 
AMPRO CORPORATION 


Avenue Illinois 
2839 North Western ve " 


Chicago, 
7 940 Ampro 

the new ! 

prices and detailed 


Please send me 
8 mm and 


illustrations, 
he complete line of Ampro 
sound projectors 


Gentlemen: 
Catalog — showing 
specifications ont 
16 mm. silent and 


Name 
Address 


City 


A Precision PROJECTOR FOR EVERY PURPOSE 


New models and important basic improve- 
ments feature the new Ampro line of 
precision projectors. In Model A-8 Ampro 
brings for the first time full 16 mm. quality 
into the popular priced 8 mm. field. Two 
convertible models now enable the far- 
sighted purchaser to obtain silent projectors 
with full provision for later conversion into 
modern sound projectors. Additional mixing 
facilities with microphone or phonograph are 
now available on the increasingly popular 
Models XA and YSA. In Models UA and 
UAB there is offered complete flexibility— 


mixing of sound film, microphone and phono- 
graph—with adequate range of volume for 
either classrooms or auditoriums. The new 
Ampro Tri-Purpose Public Address System 
alone or in conjunction with Ampro projec- 
tors meets a great variety of needs. In 
addition to the many outstanding Ampro 
features—Ampro units incorporate a splendid 
precision quality that has won for them 
recognition the world over as outstanding 
values in the field of motion picture projec- 
tion. Send the coupon for complete catalog 
giving detailed description of the entire 
Ampro line. 


AMPRO CORPORATION, 2839 North Western Avenue, Chicago, Illinois 














He Sponsor j : 


7 re HARDY SOULS who dared the steam- 
an | ing jungles and fever-ridden swamps of 
the Dark Continent a century past have nothing 
on the well-meaning business man who sets 
out to explore the trails to resultful use of this 


commercial film medium. 


Here is a medium that offers the most convinc- 
ing power of any form of idea communication 
known to man. Within a few decades of its 
first practical application, the film has risen 
to a position of cultural and commercial dom- 
ination throughout America and all the world. 
Three-quarters of our population pay in admis- 
sion tribute at its box offices each week a sum 
larger than the national wealth of many a 


foreign land. 


Toward such a medium, whose art is now reach- 
ing zenith in films like Gone With the Wind and 
Grapes of Wrath, an increasing number of the 
leaders of American business are turning. Their 
advertising agencies, overcoming their awe of 
technical complexities, have entered upon a new 


era of recognition and research. 


The goal is worthy of their effort. We are the 
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most group-minded nation in the world; thus 
offer tremendous natural facilities for the dis- 
tribution of screen messages. The sponsor's 
need for definition of his products and policies 
is no less intense than the public’s thirst for 
education. In the currently widespread con- 
sumer movement lies the greatest opportunity 
for the realism and completeness of the motion 
picture to serve for betterment of business and 


the public and thus, of The American Way. 


But inevitable tragedy awaits those who under- 
estimate the hazards of the adventure. Execu- 
tives who are loudest in their demands for 
professional standards in their own fields will 
try to select a picture producer from among the 
pants-pressers and shoe clerks who pad out the 
listings in our metropolitan telephone books. 
The bones of others will deservedly bleach be- 
side the trail after they have wasted company 
funds on “price-conscious” and amateurish 
productions of under-capitalized and inexperi- 


enced operators and experimenters. 


The challenge is inescapable. The Commercial 


Screen cannot achieve its rightful place in the 


oe. // we | ({Z 
tes tn lhe Recognition of > ropessional ; Gabel 


national interest of a quality-conscious public 
without recognition of minimum standards of 
production on the part of the buying sponsor. 


the advertising agency, and the industry itself. 


The situation is crying for a Code of Standards 
that will bar forever the chiselers and amateurs 
who so tragically muddy the waters for the 
inexperienced buyer. The unavoidable deadly 
parallel of the Commercial Film industry is 
that, as in Hollywood, there are comparatively 
few production organizations with creative and 
technical facilities capable of satisfying national 
audiences and adequately capitalized to own 
and operate the minimum equipment needed to 


do this according to theatrical standards. 


The true cost of a motion picture in 1940 will 
be measured by the number of persons before 
whom it is presented. Original production has 
only this objective: to be worthy of the audi- 
ences whose attention it must command in 
numbers a million-fold and, finally, to be 
equally worthy of the sponsor’s product which 
its glorious dimensions of sound and image can 


powerfully and pleasingly interpret.—O. H. C. 
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“If Business Screen has any single editorial aim that 
stands foremost it is our everlasting desire to see the true 


greatness of the film medium realized by American busi- 





ness. There can be no monopoly on a medium which can so 
powerfully interpret the life around us at a time when 


such explanations are vital to the future of our democracy.” 


—O. H. C. 
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VUSUALUZS YOUR MAURIKATS 


@ AFTER SATISFYING HIMSELF that he has 
achieved the finest possible definition of his 
products or ideas in the production of a film, 
the sponsor will logically ask, “where is it going 
to be shown?” 

In an earlier phase of the medium, the 
novelty and sweeping appeal of the first sound 
pictures and the subsequent first years of de- 
velopment made the definition of audiences a 
secondary consideration. Those who produced 
to “visualize” their customers, reached a lot of 
other folks too. 

Today, with national distribution of films 
possible on a scale undreamed of a decade ago. 
the sponsor is faced with the necessity of select- 
ing film audiences and the knowledge of who 
the film is going to reach and their relative 
importance in relation to the film’s purpose are 
now as important as the film production itself. 

Were Are THE Buyers? 
* The sponsor is thus faced with the more im- 
portant side of “visualizing” his market. If he 
is like the majority of national producers of 
goods and services, two recent surveys of im- 
portance will guide his thinking in consideration 
of factors affecting film distribution. 

The first of these is the newly issued govern- 
ment report which shows that two-thirds of all 
{merican families lived on an average of only 
$826 a year in 1935 and 1936. This survey also 
discloses that the highest five per cent in the 
income bracket had 27 per cent of the national 
income and that the highest one per cent had 
14 per cent of the income. 

Those who live between these highs and lows 


in our economic family, about thirty per cent 
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of the national population. had incomes ranging 
from $1,500 a year to $4,000 a year. Fewer 
than four per cent of the families in the country 
had incomes of $4,000 a year or more. Natur- 
ally, spending ratios were of corresponding 
size. It is these groups the advertiser values. 
Markets Have Dimensions 
A second key report is that issued by Liberty 
Vagazine. In its Three-Dimensional Market 
Vanual, Liberty offers the conclusive evidence 
that markets must be measured by including a 
new basic element—the cost of selling—to the 
factors of population and spending power. In 
other words, scattered markets within a single 
county make that county far less desirable than 
one compact market grouping the largest amount 
of spending power around the smallest number 


of sales outlets. 


Accordingly, Liberty finds that only 927 of 


the country’s 3,070 counties offer profit oppor- 
tunities, while 2,143 counties are characterized 
as the “Business Desert.” “Only when people, 
spending and selling cost are considered in re- 


lation to each other is a market measurable in 


terms of profitable sales operation,” the Liberty 





survey concludes in stating its standard of 


measurement of the nation’s markets. 


Wat Asour Fitm Distripution? 

* How closely this ties in to make films an 
economical medium is easy to see. The one 
handicap faced by the picture medium is that 
of getting the projector and print to the audience. 
The more these audiences are grouped, the 
easter it is to select the buying audiences from 
these groups, the more valuable the medium 
becomes and the less costly the price which 
must be paid per person to obtain the showing 
before the right kind of audiences. 

The clinching factor in this is the receptive- 
ness of important influence groups toward films. 
Well-produced film material finds a waiting 
place on the program of most clubs and lodges. 
Correspondingly these organizations also fit 


the pattern of buying power required. 


Wuart Is tHe Cost Per SHowinc? 

* It is not the physical cost of projection and 
service with which the sponsor will concern 
himself. Advertisers have long ago learned to 
disregard the physical price of the medium 
unit purchased, whether it is an advertising 
page in the Saturday Evening Post or a national 
broadcasting period. The price that matters is 
the cost per person effectively reached. 

Here is where films deliver the conclusive 
evidence. For periods ranging from one-hal/ 
to two hours in length, showings have cost as 
little as three cents per person. 

Publication of these facts in ensuing issues of 
Business Screen will help to bring to the spon- 
sors mind the potentialities and the profit in 
Visualize Your Markets. 


the suggestion 
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Consumer 


BE that Advertising will hear. in the 


Movement. the 


MAY 
voice of its own 
conscience, 

In its emphasis on the primary importance of 
Salesmanship, Advertising may persuade its 
audience away from the traditional initiative of 
Buymanship; by its own convincing power and 
the sheer weight of numbers it has proven, all 
that 


emotional appeals are sufficient to win custom- 


too often. repetition, entertainment and 


ers and make sales. 


But there those in Advertising who 


acknowledge that the vague and formless mass 


are 


of opinion and inquiry which makes up this 


so-called Movement has some real 
offer both 
opportunity to Business. 


The 


distinguish American advertising enforce upon 


very justi- 


fications which a challenge and an 


very principles of selling success that 
it a hit and run policy which aims to reach 
the greatest number of prospective buyers in 
the shortest period of time. Such a poli y leaves 
neither the space or time to deeply implant the 
maker's integrity or to explain the complexities 
of production and distribution which may, in 
reality, have been the very elements which made 
the product and its low-cost possible. 

No one 


will confuse the attacks of self-appointed advo 


The Consumer does not doubt this. 


so-called 
the 
viewpoint of the general Consumer public. But 


cates from various interest groups or 


research organizations as _ representing 


the housewife’s complaint is, however, of real 
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And the 


Advertising 


significance. voice with which she 


addresses 


the buyer’s purse is 


much more meaningful than the speaker's gavel. 

That 
clubs and town forums and spoken in sincerity, 
that 
cherished prerogatives of Buymanship. It is 


plea, heard in a thousand women’s 


is simply Advertising return the long- 
| g 


being heard and acted upon in some cases 


through government intervention, but in most 


part by the initiative of the manufacturer him- 
self. 
Madam Consumer doesn’t doubt the advantages 


Taken in another way, it can be said that 


of the Cellophane wrapping but she’d like to 
get inside the package just the same. 

So advertising has a worthwhile and much- 
needed educational story to tell for American 
That 


Public “inside the package” and into the mak- 


Business. it needs to take the Consumer 
ers factory has been made apparent through 
the growing unanimity of Consumer appeals. 
The sincerity and good faith of such action will 
appeal to all who know the fascinating interest 
of these typical stories of modern business re- 
search, improvements and its contributions to 
living. 


modern The opportunity is broad in 


scope and potent in possible results. Let us 
consider the methods through which it can be 


achieved through use of films. 


REACHING Tomorrow's CUSTOMERS 


* “We must,” said Lewis H. Brown, president 
of the Johns-Manville Corporation in address- 
the of National Advertisers 
several “with moving pictures and 


ing Association 


years ago, 
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the 
schools of the generation of tomorrow an in- 


other educational material, carry into 
teresting story of the part that science and in- 
dustry have played in creating a more abundant 
life for those who are fortunate to live in this 
After all, it is our 


own fault if three-fourths of the teachers in our 


great country of ours. 


schools and colleges have never been inside a 
factory.” 

Here, then, is a first basic opportunity for 
Definitely 
commercial advertising, the schools of America 


consumer education. not a field for 
do need and want straightforward expository 
motion pictures with real educational value. 
The length of such pictures need not exceed 
twenty or twenty-five minutes (the same length 
is preferable in the club field) which fits the 
average school period. They require no lavish 
but the 
which and 


should 


both 


sets or other luxuries respect 


educational standards 


pupil 
teacher will recognize. 

Extent of Projector manufacturers and edu- 
that 
pro- 


Distribution cational bureaus will agree 


sound 
all 
total 
school sys- 


tems in Chicago, New York, Detroit, and other 


the census of 16mm 


jection equipment now in use in schools 
the 


But the units serving large 


throughout does 


6.000, 


country not over 


metropolitan centers greatly increase the num- 
ber of pupils reached and it will be safe to 
the 
6.300.000 


estimate that well over fifty percent of 


secondary. school population of 
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NATIONAL INTEREST IN CONSUMER EDUCATION AFFORDS REAL 


OPPORTUNITY FOR OUTSTANDING 


can be reached with a sound film edited ac- 
cording to proper educational standards. 
Where the program is of real value to the 
schools, projection service has been glady pro- 
vided in addition to the use of equipment al- 
ready owned and, on the other hand, sponsors 
may find it economical to gain time by furnish- 
ing both operator and film through some form 


of projection service. 
EDUCATING THE ADULT CONSUMER 


* Of immediate and primary importance to 
Advertising is the job of reaching today’s Con- 
sumers. As in the consideration of all other 
media, this is either a selective or a mass audi- 
ence problem. Selective distribution would 
aim at principal “influence” groups of men’s 
and women’s organizations, of religious bodies 
and service or commercial organizations. In 
the most group-conscious nation in the world 
this task is not at all dificult. Here, again, it is 
preceded by the supposition that the film will 
be produced like the pictures shown at the 
neighborhood theatre and respect the audience’s 
generous allotment of time. 

The other half of the field involves the dis- 
tribution of suitable material through the 
theatres themselves. Beyond the consideration 
of the clientele of the theatre and its general 
neighborhood setting, such distribution cannot 
be nearly as selective. It depends very largely 
on the acceptability of the pictures themselves 
to the theatre operator. 

Films properly edited for theatrical distribu- 





tion can reach a tremendous proportion of the 
audiences. Fully twelve thousand theatres are 
reported to have shown films issued by a single 
government bureau: totals from seven to ten 
thousand are regularly reported by other spon- 
sors. Such films are furnished to the theatres 
without cost and it is not surprising that they are 
popular with managers, particularly when the 
content material exceeds the interest of those 
offered on a rental basis. 


SELECTING INFLUENCE GROUPS 


* America is well-organized from the stand- 
point of men’s and women’s groups of every 
character. Business Screen’s own current sur- 
vey of the organization field reveals that a total 
of eight million members belong to nineteen 
national men’s service clubs, and general men’s 
groups of lodges. In the field of national 
women’s organizations, ten leading groups have 
a total membership of over four million. These 
naturally do not include many millions of 
church members who assemble for social eve- 
nings at which the best educational films are 
acceptable; nor the thousands of local clubs 
organizations in towns and cities throughout 
the U. S. where films are looked upon as a real 
incentive to attendance. 

Some remarkable records have been achieved 
by commercial sponsors. Programs of the 
Weyerhaeuser Lumber Company, Hiram Walker, 
General Motors, Household Finance Corpora- 
tion and Westinghouse are typical of those 
which have enjoyed very widespread acceptanée. 


BUSINESS FILM 


PROGRAMS 


® Several methods of reaching these organized 
groups are available to the prospective sponsor. 
The two most important pre-requisites are sim- 
ply: (a) Careful selection of really worthwhile 
groups, and (b) The most economical and 
eficient means of reaching these groups so that 
an exact check on the quality of showing, num- 
ber in attendance and possible further contribu- 
tions may be made. These last will include the 
distribution of literature, questions and answers, 
sampling, dealer introduction where proper. 
and taking sales inquiries from the audience. 


These are the ways in which films reach such 
audiences: (1) Projection by professional serv- 
ice or by company representatives. i.e., in this 
case the sponsor supplies film, operator and 
projector and gains the advantage of having a 
representative present. (2) Request bookings 
from library sources. A national distribution 
library receives group requests and forwards 
the film. The organization making the request 
supplies the projection. 


CONSIDER THE RURAL FIELD 


* Because its problems are different from those 
of the metropolitan market, the rural field 
deserves separate consideration. Its importance 
to sponsors directly interested cannot be under- 
estimated, especially in the light of the en- 
thusiastic reception accorded films at all types 
of showings. The large agricultural ma- 
chinery manufacturers favor the method of 


(Please turn to Page 24) 








PLANNED SELLING 


* The Hotpoint dealer motion pi 


ture program may well be consid- 
ered an ideal example of “planned 
selling.” Over a year ago, officials 


of Maxon. Inc.. 


ing agency and company executives 


Hotpoint advertis 


laid out the program which is just 


now being nationally released. 


Their objective. aside from the al- 


ways-present primary motive of 


selling the company’s products, is 
te aid the local Hotpoint dealer. 


The results are most gratifying. 
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is this broadcast studio scene wherein an electrician (Frank Faylen) explains to 
Marsh) and agent (Al Herman) the basis of the product’s leadership 


HOTPOINT DEALERS PRESENT 


@ THE PRINCIPAL INGREDIENT of 
the 1940 dealer program sponsored 
by the Edison General Electric 


Appliance Company is not the ex- 
cellent 
Blame It on Love, which the Com- 


feature motion picture, 


pany has produced for the benefit 


of more than 10,000 Hotpoint 


dealers. The picture and its ac- 


” 


| 


i 


. 
companying commercial short sub- } 


jects on the refrigerator and range 
products, together with its lively 


music. capable cast and smooth 


direction. is a “climax” element 


in one of the most thorough cam- 


paigns ever based on a film theme. 


Throughout the country — thi 
Spring, Hotpoint dealers in the 
Company's twelve national dis- 


tricts. will present theatrical show- 
Blame It on 


ings of Love to con- 


sumer audiences of women brought 
together through local directmail, 
newspaper and 
These showings, ac- 


advertising store 
promotion. 
complished through rental of thea- 
tres during the “dark” hours of the 
morning or afternoon, will be fol- 
lowed by bookings to organizations 
and schools. 

7. o.. 3 Sholty, vice-president 
of Maxon, Inc., Hotpoint’s adver- 
tising agency, to Wilding, the pro- 
ducer and to Hotpoint’s executive 
personnel concerned with the film. 
goes the credit for its excellence. 


THe Story in Detain 





Blame It on Love is the story of 
Terry Arden, beautiful featured 
singer with a swing band on a pop- 
ular local She and 
Jeff Wadsworth, son of one of the 


radio station. 


city’s leading wealthy families, are 
deeply in love. Jeff's mother is bit- 
terly opposed to her son marrying 


a “swing” singer, but the two 
youngsters elope anyway. Terry 


tries hard to make a real home out 
of their apartment but it is soon 
evident that she’s about the world’s 
worst housekeeper. She can’t cook. 
doesn’t know how to buy, and 
has a special gift for untidiness. 
Terry is embarrassed and un- 
happy at her obvious housekeeping 
imperfections, and worried at Jeff's 
preoccupation with his invention 
a radio-controlled airplane with 
which he hopes to make a fortune 
for the two of them. On the other 
hand, Jeff is discouraged at his 
failure to secure financial backing 
for the airplane idea. A particular- 
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PLUS “BOXOFFICE” 
* In Blame It on Love the spon- 
sors have brought out the primary 
importance of intelligent casting and 
direction. For the picture’s “box- 
office” appeal lies in its fine cast, 
the “hit” theme song and its capa- 
ble dramatic and musical direction. 

Dramatic sequences were directed 
by Wallace Fox, formerly with 
RKO, and all musical sequences 
were under the direction of R. Le- 
Borg, who directed There Shall Be 
Vusic, starring Jascha Heifetz, and 
Intermezzo. Marvin Hatley, top 
flight Hollywood composer and con- 
ductor, has written a special theme 
song for which the picture is named. 
The song is called Blame It All on 
Love, and promises to be a hit tune 
this spring. Mr. Hatley also super- 
vised special musical arrangements 
for the picture, and conducted the 
orchestra during recording of musi- 
cal sequences. 

\ CAST WITH “BOXOFFICE™ 

The picture has a fine emotional 
ending. Joan Marsh, who stars as 
Terry Arden, the heroine, will be 
remembered for her excellent work 
with Clark Gable and Norma 
Shearer in /diot’s Delight (MGM). 


“BLAME | 


ly trying day begins with a break- 
fast that’s worse than usual, fol- 
lowed by another turn-down for 
Jeff—this time from his own father 
and the Board of Directors. Jeff, 
goaded by his own disappointment. 
unwittingly taunts Terry about her 
failure as a cook. The resulting 
quarrel brings the picture to a 
splendid dramatic climax. Terry 
leaves, and it would seem that their 
romance is dead —from lack of 
nourishment. 

She finds a spot as singer on a 
new radio program—“The Modern 
Home of the Air,” featuring the 
Hotpoint Electric Kitchen—a coast- 
to-coast broadcast. with television 
hook-up. 

Here she mets Virginia Francis 

the home economist who con- 
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as well as Charlie Chan on Broad- 
way, and Life Begins in College 
with the Ritz Brothers. 

John King plays Jeff Wadsworth. 
He is featured in The Gentleman 
From Arizona, and was seen in 
Three Smart Girls, The Hardys 
Ride High, and The Road Back. 

Nella Walker has the part of Vir- 
ginia Francis, the Hotpoint home 
economist. She has played promi- 
nent parts in such pictures as 
Swanee River, These Glamour 
Girls, When Tomorrow Comes, and 
the Three Smart Girls series. 

Other principal players include 
Cecelia (Cissy) Loftus, famous 
dramatic star of twenty years ago. 
seen most recently with Bette Davis 
in The Old Maid, and soon to ap- 
pear in a new picture starring 
Deanna Durbin; Morgan Wallace, 
who was prominent in Union Pa- 
cific. Fury, and Alexander Hamil- 
ton; Mary Forbes, well known for 
her portrayals of “society matron” 
parts; Al Herman, a newcomer to 
pictures, formerly a vaudeville and 
Greenwich Village Follies head- 
liner, and Frank Faylen, who has 
outstanding roles in Grapes of 
Wrath, and Reno. 


Bie 


ducts “The Modern Home of the 
Air.” Virginia soon notices Terry’s 
lack of housekeeping ability, and 
offers to help her. Big feaure of 
“The Modern Home of the Air” 
program is an electric cooking 
school, featuring Hotpoint Meas- 
ured Heat. The entire cooking 
school is shown in the picture—at 
the point where Terry determines 
to become a homemaker. 


Because of the simplicity and 
convenience of the Hotpoint elec- 
tric range and refrigerator, it isn’t 
long before Terry is turning out 
meals fit for a king. Of course. 
she loses no time in having Hot- 
point equipment installed in her 
own kitchen. Seemingly overnight. 
she is transformed into a_ perfect 
homemaker. 


Jeff keeps track of Terry’s prog- 
ress, via radio and television. When 
he asks to see her, she invites him 
and his family to dinner at her 
home. Even though Terry has been 
at the radio studio nearly all day, 
her dinner is a triumph—for Terry 
and for Hotpoint Home Appliances. 
With a new conception of Terry 
as a homemaker, Jeff’s family with- 
draw their objections, while Terry 
and Jeff—their troubles over—em- 
bark on a new and happier life. 


lhove) Exploitation materials 





prepared for Hotpoint’s dealers 


PLUS EXPLOITATION & ADVERTISING 


* Hotpoint will assure attendance 


at the premiere showings of Blame 
lt on Love through a cooperative 
program of local newspaper adver- 
tising, the distribution of literature 
and local tieup advertising. The 
details of these appear in the panel 
above but it may be added that a 
dealer promotional package consist- 
ing of flyers. mailing cards. dis- 
play signs, admission tickets, press 





release material and a guide book 
will be offered dealers at low cost. 

The use of these will be = stim- 
ulated through Hotpoint district of- 
fices. Showings will also be held 
before employee groups of large 
public utility and department store 
sections. Only local advertising 
will receive any tieup, however, 
since it is obviously impractical to 


discuss the film in national copy. 


RESULTS 
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PICTURES 


by Fred H. Fidler 


Editor's Note: This is the second in a series we began with 


George Enzinger’s article (Buchanan & Co.) two issues back. 
Mr. Fidler heads up J. Walter Thompson’s Motion Picture 
Department, is currently Chairman of the Screen Committee 


of the American Association of Advertising Agencies. 


® Russia, GERMANY, FRANCE AND 
ENGLAND have employed the motion 
picture for political and sociologi- 
cal propaganda and for education 
for more than 20 years but America 
has only recently begun to extend 
the power of the screen beyond 
mere entertainment. Yet in the 
course of bringing Americans en- 
tertainment, the screen has exerted 
a wide influence on everything from 
fashion to dancing, popularized 
fads in slang and song. From the 
screen millions of people have 
gained their clearest (if not the 
most accurate) concept of history, 
geography and crime. 

But only recently have we real- 
ized the potency of this medium for 
the purposeful influencing of 
opinion, habits and conduct. Re- 
sponsible for all screen subjects ex- 
cept the newsreels and travelogues. 
Hollywood, understandably, has 
confined its efforts to escapist en- 
tertainment in the interest of a 
healthy box-office. Sporadic and 
poorly financed efforts to employ 
motion pictures in classroom edu- 
cation have left the educational 
field virtually unscratched. 


Thus, as with radio, business and 
industry have inherited the spon- 
sorship of films designed for inter- 
pretation and demonstration. Today 
we are only beginning to appreciate 
the scope and possibilities of a 
medium which combines the ap- 
peals of sight, sound and motion; 
a medium which can be mechanic- 
ally reproduced to reach a weekly 
mass audience of 85,000,000 
through theaters, millions more of 
opinion - forming, habit - shaping 
citizens in non-theatrical groups 
and tomorrow’s citizens and con- 
sumers through schools and col- 
leges. 

Just as business has fostered pub- 
lic education and_ information 
through its support of the press, 
magazines and radio, so business is 
now fostering this new medium—or 
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rather a wider application of a 
hitherto limited medium. This spon- 
sorship will permit a demonstration 
and interpretation of industry's 
goods and services. In return indus- 
try must supply a_ worthwhile 
“editorial” content and employ 
only the highest standards of good 
taste and carefully measured com- 
mercialism. For the screen magni- 
fies and bad taste or blatancy 
boomerang and bring resentment 
even faster than on the air or in 
print. And an impact which gives 
the medium an unequalled remem- 
brance value, if ill used, and may 
prove as harmful as it can be bene- 
ficial. 

The advertising agency can serve 
industry and the public in the 
skilled and professional application 
and utilization of the screen me- 
dium just as logically as it has 
employed other media in the past. 
But no agency can become skilled 
or proficient in this medium on a 
part time or “step-child” basis. Un- 
less the agency’s conviction of the 
screen’s worth potential and is such 
that it is willing to bear the burden 
of pioneering while seeking its re- 
wards, the agency had best forego 
motion picture activity altogether. 
Thus it seems likely that agency 
motion picture activity and devel- 
opment will parallel agency radio 
activity—some agencies will assume 
and merit complete creative and ap- 
plication responsibility; others will 
elect to delegate all but advisory 
functions to competent independent 
producers. 


Our agency had been studying 
and using motion pictures for sev- 
eral years prior to 1938 but it was 
in August, 1938, that we elected to 
set up a department to provide a 
complete motion picture service for 
clients and to incubate motion pic- 
ture knowledge for the entire or- 
ganization. Today we have creative 
units in the New York, Hollywood 
and London offices serving all other 


ofices and media and distribution 
facilities in New York, Chicago, 
San Francisco, and London. In the 
19 months since we organized the 
department we have averaged a pic- 
ture a month—including everything 
from 5-reel sales training films to 
120-foot minute movies and em- 
ploying both live talent and ani- 
mated cartoons. 

We employ both staff and free- 
lance scenarists and are currently 
conducting weekly film discussions 
with a view toward informing all 
of the agency’s creative workers on 
motion picture techniques. 

This doesn’t mean that every 
writer has to become a finished 
scenarist—but if they can do the 
treatments or stories with some 
knowledge of the requirements of 
the medium, the film department 
people can do the screen adapta- 
tions or final shooting scenarios. 
This is especially true in the minute 
movie field where the script is little 
more than a sound selling idea and 
in merchandising films which are 
really nothing more than salesmen’s 
portofolios on the screen. Perhaps 
this is a good point at which to 
break down and classify our film 
activity by types of picture. 

There are three general classifi- 
cations of commercial films—first. 
merchandising or sales promotion 
films intended for product promo- 
tion or employee education with- 
in the client’s company: secondly, 
the institutional picture intended to 
interpret a service, product or 
policy for the consumer either in 
small club groups or through thea- 
ters; thirdly, the direct selling pic- 
ture—units of one minute to one 
reel or longer; usually distributed 
theatrically. 

During 1939 about $12.000.000 
was spent on sales promotion and 
merchandising employee-education 
pictures. One firm spent over $1,- 
000,000. About $1,000,000 was 
spent on minute movies in 1939 and 
this year it will be close to 
$2,000,000. 

When we first evaluated the 
place of motion pictures in the 
agency activity we felt that their 
principal application would be in 
merchandising — pictures designed 
to improve the point-of-sale follow- 
through on an advertising cam- 
paign by educating employees. I 
still feel that this is one of the most 
productive of the applications. 
Salesmen and other field workers 
like to learn but they resist study 
and the motion picture represents 
a painless but effective way of put- 
ting over a merchandising message 
in an impressive and lasting man- 
ner. 

During the last 12 months, how- 





ever, interest in pictures—particu- 
larly minute movies—as a direct 
selling medium has peaked up con- 
siderably. Likewise there is a 
growing interest in pictures for 
public relations. Thus it is diffi- 
cult to say just which of the three 
applications will prove the most ac- 
tive for the agency in the final 
analysis. 

Now a word or two regarding the 
agency's functions in the commer- 
cial picture business and the vari- 
ous types of work which our per- 
sonnel is called on to do. Our 
policy is to carry a picture up to 
the final shooting script stage and 
then contract for the actual produc- 
tion through one of a dozen or so 
competent commercial producers 
who complete the job with their fa- 
cilities but with our full collabora- 
tion and supervision. The agency’s 
work breaks down as follows: 

First there is the writing job. 
This may involve anything from a 
minute movie of four or five brief 
scenes and a dozen speeches to a 
five reel sales training picture in- 
corporating a client’s entire mar- 
keting philosophy. 

Second there is the distribution 
or media phase of our job. This 
involves everything from the selec- 
tion and classification of theaters 
or clubs through independent dis- 
tributors already functioning, to 
the devising of special distribution 
plans for pictures with special ap- 
peals and objectives. Because the 
medium is so young the media job 
is almost as creative as it is selec- 
tive because so much pioneering re- 
mains to be done. 

Third is the job of merchandis- 
ing the pictures themselves. In the 
case of sales promotion or sales 
training pictures it’s a job of sell- 
ing and staging the picture for a 
limited group; for consumer pic- 
tures it may mean a direct mail 
campaign or press book for thea- 
ters or clubs, window streamers or 
other tie-in materials for grocery, 
drug or department stores or leaf- 
lets to be distributed to the audi- 
ences following the showing. 

Then, of course, there is the more 
specialized job of casting, technical 
direction or supervision of produc- 
tion, cutting, etc. These jobs will 
continue to be handled by special- 
ists within the department who act 
as supervising producers. But the 
writers, the merchandising people 
and the distribution or media 
people on the general staff will 
have a working knowledge of all 
phases of the job. Thus I think it 
is clear that there is a real oppor- 
tunity in motion pictures for the 
agency and for agency personnel. 
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How they laid linoleum in the long, long ago. 
Those bricks were hard on the assistant's toes. 


The linoleum department of 1928 with store 
owner James Kirkwood coming along through 
"These Thirty Years." 


PROGRAM ALSO INCLUDES  SLIDEFILMS: 
\ series of four slidefilms, including one full- 
color subject, What a Salesman Should Knou 
{bout Interior Decoration, round out the Arm- 
The other slide-illus- 
trated talks are What a Salesman Should Knou 
{bout Salesmanship; What a Salesman Should 
Know About Quality; and What a Salesman 
Should Know About Installation. 

The slidefilms are used during afternoon ses- 


strong Sales Seminars. 


h PICTORIAL 


NEWSREEL OF 


MDUSTRIAL FILM : 


PRODUCTION And Gin 





DISTRIBUTION 


OF THE PERIOD 


an 


The mood of World War days is captured 


in Armstrong's film, "These Thirty Years." 


The modern linoleum department of today— 
as Armstrong products and business success 
for the dealer go hand in hand. 


sions of direct instruction to salesmen following 
the luncheon showing of the motion picture. 
Simple usable sales techniques and _ practical 
instruction material supply their principal con- 
tents. E. 
of customers, tested methods in the Salesman- 
ship program; Walter Etter of the Armstrong 
Laying School accompanies the /nstallation film 


Cameron Hawley describes handling 


with instructional suggestions. The Salesman- 


ship Seminar offers a three-hour course. 


Star James Kirkwood is seen at the far table in 
this restaurant scene of the good old days. 


© In 34 cities from coast to coast, the Arm- 
strong Cork Company of Lancaster, Pa., is pre- 
senting a series of Sales Seminars conducted 
by E. Cameron Hawley, director of the Arm- 
strong Bureau of Retail Merchandising. The 
programs include: (1) a Management Seminar, 
held in the morning for store executives and 
buyers: (2) a luncheon for these executives 
and their salesmen; (3) a Sales Seminar in 
the afternoon for store executives and retail 
salesmen. 

The hit of the show is apparently the new 
Armstrong-sponsored sound motion _ picture 
These Thirty Years which is presented immedi- 
These Thirty Years 
depicts the rise of linoleum from kitchen and 


ately after the luncheon. 


backroom use to its present place as basic floor- 
ing throughout the home. Production was by 
West Coast Sound Studios, New York City. 
from the story original and under the direction 
of Mr. Hawley. James Kirkwood, star of stage 
and screen, heads a cast of well-known actors. 
To those who attended the New York show 
ing, it was genuinely impressive to observe the 
enthusiasm and interest of hardened retailers. 

The Armstrong show travels as a unit in two 
trucks which carry stage equipment from city 
to city. 





ARMSTRONG'S N.Y. PREMIERE e STEEL DISTRIBUTION SET-UP e NEW FILMS FOR HEINZ e MASLAND 
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New Insurance Film 


the second 


interpretive film production of the 


® American Portrait. 


Institute of Life Insurance is now 
being previewed by life underwrit- 
ers throughout the country and will 


be available for public showings 


after March 18th. The 25-minute 
picture was produced in Holly- 
wood. (To be reviewed later.) 


Scenes 


(left) from 
U.S. Steel films 


i 
| Biemingho™ 
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KEY TO THE MAP ABOVE 
State borders are indicated by 
broken lines; heavy white lines 
indicate six districts and dis- 





tributing centers now serving 
users of films. Note that in the 








RIGHT off the REEL 


* The 
picture Refreshment Through the 


new Technicolor motion 
Years, produced by the Jam Handy 
the 


( ompany, was presented before the 


Organization for Coca-Cola 


Chicago Federated Advertising 
Club in early March. 

* Caterpillar Tractor has four new 
the 1940 Roadshow, 
including one, Your 
Diesel, in full color. 
are taking the show to all parts of 


pictures in 
Veighbor’s 
Seven trucks 


the country. 

* Chesterfield joins the sponsors 
using motion picture-radio audience 
the 
March of Time-produced commer- 


promotion. Tobaccoland is 
cial. 

* A Technicolor fashion film pre- 
senting fabrics of Bemberg rayon 
has been announced by the Ameri- 

; 

can Bemberg Corporation for se- 
lected retail store showings before 
summer. 

¢ The Paramount—produced short 
The Miracle of Milk is hitting all 
principal New York. 
® Orchards to full color 
film of the apple industry, is now 


theatres in 


You, a 


being shown retailers and distribu- 
the market. 
picture is aimed at making the work 


(Continued on Page 28) 


tors in national 


The 





U. $. STEEL EXTENDS 
FILM DISTRIBUTION 


telling the film story of steel: 





* In order to better serve the 
numerous technical groups, organ- 
izations and schools requesting 


free loan films from its extensive 
educational library, the United 
States Steel Corporation has set up 
six distributing centers serving ter- 
ritories noted in the adjoining map. 


DISTRIBUTING CENTERS 


Pittsburgh, Pa.—C. R. Moffatt, 
Dir. of Adv., U. S. Steel Corp. 436 


Seventh Avenue. 
New York City — Mr. Geo. J. 
Dorman, U. S. Steel Corp. 71 


Broadway. 

Birmingham, Ala.—Le Roy Holt. 
Sales Prom. Dir., Tennessee Coal. 
Iron & Railroad Co. 
Building. 


Brown-Marx 


Cleveland, Ohio—W. H. Cordes. 
Mer. S. P. & Adv., Amer. Steel & 
Wire Co. Rockefeller Bldg. 

Chicago, [ll—A. C. Wilby, Asst. 
to V. P. U. S. Steel Corp. 208 So. 
LaSalle St. 





East, states are sometimes San Francisco, Cal.—J. B. Du- 

divided within districts. Prau, Columbia Steel Co. Russ 
Building. 

UR ENS ND ee assem 

The Story of Food Preservation: 

Title: Yesterday, Today & Tomorrow millimeters, in daily use. 

Sponsor: H. J. Heinz Company The film, which presents some 


Wilding Pic. Prod. 
* Yesterday, Today 
row, a Hollywood version of the 
of has 
been released by H. J. Heinz Com- 
pany, which now has 45 projectors 
125 films, both 16 


Producer: 


and Tomor- 


history food preserving, 


and and 35 


Scenes from the Hems film show 


t 


of Hollywood’s best known talent. 
may be had by application at any 
of the Heinz Branches or by ad- 
dressing a letter to the company at 
Pittsburgh, Pa. Advertising con- 
tent is not at all objectionable and 


entertainment value excellent. 


interesting historical sequences. 
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new inspiration for salesmen: 




















. salesmen 
: our S54 
show 9 


; ; look 
how they ) 
to other peopl 





: icture 
with the new moti ieror™ 
The Face in 


the - 
featuring James Dunn 


* Letting retail salesmen see them- 
selves as other see them is the 
mission of the new Jam Handy- 
produced sales training sound mo- 
tion picture The Face in the Mirror. 
Made as a sequel to Selling Amer- 
ica which appeared at over 1,500 
sales meetings and _ conventions, 
this 28-minute feature is available 
to business organizations on a 
modest rental basis. 

Preview applications may be 
made at New York. Boston. Wil- 
mington, Dayton, Detroit or Chi- 
cago offices of the Jam Handy 
Organization. 


ALEXANDER SMITH 
AND MASLAND FILMS 


@ THAT A COMMERCIAL FILM can 
be real entertainment no one who 
sees Alexander Smith’s Nearly 
Right Won't Do can deny. Against 
a background of song and comedy. 
the story of Alexander Smith Qual- 
ity Control, the Tru-Tone Process. 
Floor-Plan Rugs . . . and broad- 
Good Housekeeping 
Guaranty and the Clara Dudley 
decoration service are presented in 
a convincing way and with a com- 
plete absence of the stodginess that 


looms, the 


sometimes characterizes commercial 
films. 

Nearly Right Won't Do concerns 
itself with the adventures of the 
Three Jesters, Red, Wamp and Guy 
in their attempt to buy a rug of 
right quality, right color, right 
size and right price for Red’s wife 
who has tried rug after rug on her 
living room floor and sent them all 
back because they didn’t fill the 
bill. 

The opening song of the Three 
Jesters is also the theme song of the 
picture: 

Nearly right won't do, won't do 

(Please turn to next page) 





Gover Rivers of Georgia (left) greets members of the cast of “The Green Hand.” 


For Future Farmers of America: 


Title: The Green Hand 
Sponsor: Future Farmers of Amer. 
Producer: C, L. Venard 


* Here is realism in the raw. The 
Herculean task of assembling a 
company of untrained actors and 
producing a creditable dramatic 
film based on the activities of this 


farm youth movement was accom- 
plished by the producer with sur- 
prising results. Something about 
the natural local settings (action 
takes place in Georgia) and the 
complete sincerity of the cast gives 
this human interest value of tre- 
mendous possibilities for rural use. 
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Scenes as Audio cameramen shoot the new 








PREVUE ° G11 


For Department Store Showings: 


Title: For the Nation’s Homes 
Sponsor: C. H. Masland & Sons 
Producer: Audio Productions, Inc. 


@ Just RELEASED by C. H. Mas- 
land & Sons is a new talking motion 
picture For the Nation’s Homes fea- 
turing the famous news commen- 
tator. Lowell Thomas and the entire 


Masland Line of rugs and carpets. 


The picture is to be shown to retail 


and wholesale salesmen throughout 
the country and to interested groups 
of women through women’s clubs. 
schools and colleges. Educational 


content on rug making excellent. 





aoe 


Entertainment Plus Sales Punch: 


Title: Penny Turns Pro 

Sponsor: Standard Oil (Indiana) 
Producer: Wilding Pic. Prod. 

* Human interest. comedy. heart 
throbs and pathos make Penny 
Turns Pro, one that will capture the 
interest even of those not afhliated 
with the oil industry. Built as a 
retail merchandising film, it was 
developed especially to be shown 


Cast and sets make he new Standard Ou 





at the spring series of dealer con- 
ferences. 
Everyone engaged in selling 
Standard Oil products, according 
to those who have already seen the 
picture, will be inspired to in- 
creased sales effort after following 
with mingled emotions the film 


story. 


of Indiana fi'm, “Penny Turns Pro,” 





PREVUE * 
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Rail Pilgrimage 
Scenes from the B & O film, “Wash- 
ington,” produced by Loucks & Norling 


IN DEPARTMENT STORES 


(Continued from Previous Page) 


When we buy a rug that’s neu 

It must be exactly right 

Vearly right won't do. 

From the first chorus to the time 
when the Jesters are able to sing 
triumphantly: 

Vo need to worry any more 

Vow we have the proper rug 

upon the floor — 

they make a thorough investigation 
of all phases of the manufacturing 
and merchandising of Alexander 
Smith rugs and carpets. While they 
learn how to buy a rug, the audi- 
ence quite painlessly, absorbs much 
down-to-earth information concern- 
ing the points of Alexander Smith 
superiority. The Jesters interview 
Good Housekeeping to learn what 
is back of the Good Housekeeping 
Guaranty; they visit the Alexander 
Smith mill and see for themselves 
how quality is woven into Smith 
products; they call on Clara Dud- 
ley, Alexander Smith Color Con- 
sultant, and discover how her serv- 
ice operates and how wide is its 
scope; they attempt to buy a rug 
from a merchant whose selling ideas 
may be summed up in his closing 
line, “If you see anything you like, 
bring it over and I'll wrap it up 
for you”; and finally they go to an 
up-to-date Alexander Smith dealer 
who knows his merchandise and 
who gives them in a few words the 
story of Alexander Smith Rugs and 
Carpets that they have learned by 
trips to the mill, to Good House- 
keeping Institute and to Clara Dud- 
ley’s office. He makes the sale with 
a Floor-Plan Rug and the Three 
Jesters return to Red’s wife to tell 
her that her troubles are over. When 
the rug arrives a Technicolor se- 
quence shows what a splendid se- 
lection the boys have made. 


THe DistripuTion PLAN 

Vearly Right Won't Do will be 
shown along with the Masland film 
to wholesale and retail salesmen at 
special meetings to be arranged by 
Smith and Masland jobbers and re- 
quests for bookings have already 
begun to deluge Smith officials. The 
film’s purpose is to make salesmen, 
particularly retail salesmen, more 
conversant with Alexander Smith 
Rugs and Carpets and what lies 
back of them and to give the in- 
dividual salesman the ammunition 
he needs to turn Alexander Smith’s 
huge national advertising campaign 
into retail sales. 

Although Nearly Right Won't Do 
is directed primarily to salesmen it 
is edited in such a way that it can 
be shown to consumers as well 
Present plans call for eventually 
releasing it to the general public 


With “Joel Gentry in Hollywood” 


For Farmer Groups 
Sponsor: Deere & Co. 
Producer: Wilding 

® Joel Gentry in Hollywood is the 
feature attraction in the John Deere 
program, a_ promotional effort 
sponsored by Deere dealers to 
open the 1940 selling season. Por- 
trays the wholesomeness of farm 
life. Audiences farmers and their 
families in all sections of the coun- 
try attending program primarily 
devoted to farm tractor and equip- 
ment sales. 


some outstanding pictures: 


From the new Standard Oil of Calif. epic. 


. J . 
Historical Epic 
Sponsor: Standard Oil (Cal. ) 
Producer: Dowling & Brownell 
* Swiftly moving scenes depict 
growth of the West; unusual scenic 
beauty and industrial development 
with particular emphasis on the 
petroleum industry. Serves to give 
a new appreciation of the “West” 
without undue commercialism for 
the sponsor and thus serves the 
sponsor even better for certain to 
be widely requested for clubs and 
schools. 





Record-Breaking Theatre Distribution 
Sponsor: Friends of Finland; Finnish Relief Fund 
Produced by: Emerson Yorke Studios (New York) 


¢* This five-minute short subject is 
chiefly notable for the unusual 
distribution and theatre coverage 
achieved for the Finnish Relief 
Fund, Ine. In ten days, 600 prints 
were booked and played in first 


Main title; Paavo Nurmi & Taisto 
Maki; Herbert Hoover, fund chairman, 


FINLAND 
FIGHTS! 


run theatres in every state in the 
country to 12 million persons. 

Production is of no general im- 
portance beyond its appeal to 
admirers of the brave Finnish 
nation now once again at peace. 
and Helsinki scene from “Finland 
Fights” produced by Emerson Yorke 
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Some of the interesting modern 


homes pictured in the FHA all-Technicolor film “Homes of Today” 


FILMS SELL HOUSI NG TO THE PUBLIC 


NUMBER THREE OF A BUSINESS SCREEN SERIES ON THE USE OF FILMS IN BUSINESS 


@ Next To Foon as a fundamental 
in man’s existence is his need for 
Shelter. “Construction,” says a re- 
cent Government pamphlet, “is 
man’s oldest industry, next to 
hunting and fishing. Its beginnings 
are lost in the mists of the Stone 
Age, when the cave dweller first 
piled stones and broke boughs from 
the forest trees to form his hut. 
An imaginary picture of the first 
activities of civilization might be 
the search for food and the build- 
ing of shelter; and not until these 
primary occupations had been per- 
formed did those of agriculture, 
manufacturing and trade find their 
place in the general scheme of 
affairs.” 

Shelter is a fundamental part 
of America’s economic prosperity, 
too. for in idleness of the building 
trades workers and the hundreds 
of occupations dependent on hous- 
ing progress lie the basic reasons 
for the extensive Federal legislation 
involving the United States Housing 
Authority, the Federal Housing Ad- 





MODERNIZATION 
MAGIC 





ministration and other grants for 
the sole purpose of encouraging 
private building projects. 


Few COMMERCIAL Sponsors ACTIVE 


* But here the Government has 
had to go it almost single-handed 
in the use of films to aid in the 
publicizing and promotion of 
Housing. This despite the fact that 
Business has a billion-dollar stake 
in material sales. Except for Johns- 
Manville, Republic Steel, American 
Brass and a very few other com- 
mercial sponsors the field of films 
for creating public interest in mod- 
ern homes is practically untouched. 

The Federal Housing Adminis- 
tration has produced two Tech- 
nicolor shorts in the past year for 
theatrical distribution. The first of 
these was exhibited in 12,000 of 
the 16,000 theaters in the country. 
The first, Miracles of Moderniza- 
tion, portrayed the methods of im- 
proving and preserving home prop- 
erties. The latest, Homes of Today. 
is also in Technicolor and is now 


Below: one of the suggested theatre 
front promotion layouts im connection 
with the FHA film program. At right: 
before and after scenes from the FHA 
film “Miracles of Modernisation.” 


being circulated to theaters. This 
picture aims to show the public the 
advantages of home building and 
buying under Titles I and II of the 
National Housing Act. 

Of an entirely different character 
is the documentary fitm Housing in 
Our Time produced by the United 
States Housing Authority. This pic- 
ture grimly reviews the slum con- 
ditions of small town and metro- 
politan centers and “makes real the 
nature of the struggle that millions 
of Americans must carry on to 
maintain self-respect and create a 
home in slum dwellings . . . the 
second half of the film tells how 
the local housing authority func- 
tions in cooperation with the USHA. 
The film follows a project from 
the granting of a loan by the 
USHA, through demolition and 
construction, to occupancy. It 
analyses the benefits of public 
housing to labor, to industry, and 
to the taxpayer.” 

* Some building suppliers and 
contractors have protested that the 
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FHA film, Homes of Today, pre- 
sents a somewhat untrue picture of 
housing possibilities because _ it 
features California construction but 
these objections will not loom very 
large to the Public. The theatre- 
goer can see in this pictorial rec- 
ord of modern home building the 
realization of his or her dreams of 
a home. The houses shown are de- 
signed to fit the pocketbooks of 
small income families earning from 
$900 to $1,500. The payments to 
principal and interest on some of 
these houses may be as little as 
sixty-five cents a day. 


REVIEWING THE FHA FiLMs 


* Many types of architecture and 
planning are represented in Homes 
of Today. They conform, however. 
in being modern, well-designed 
houses that any prospective home 
owner would be interested in com- 
paring with his own plans. Char- 
acteristic of the planning of these 
houses is the accent placed on 


(Please turn to next page) 
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(Continued from the previous page) 
eliminating waste steps and motion 
while still allowing for ample 
space and adequate closet and stor- 
age room. 

Viracles of Modernization also 
benefits from the romantic hues 
of the Technicolor process. The 
film opens with spectacular shots 
of the New York World’s Fair: 
shows the Federal Building and the 
Government's housing exhibit. 

In another sequence outstanding 
examples of exterior modernization 
are shown. Re-roofing, screening. 
landscaping. and painting illustrate 
how a typical old home can _ be 
modernized. A_ third sequence 
stresses interior modernization and 
the use of color. It features the 
evolution of old-fashioned kitchens 
into modern ones and the transition 
of gloomy, storage-cluttered base- 
ments into airy and healthful recre- 
ation rooms. 

Whatever may be said about 
these pictures from the point of 
view of technical accuracy—their 
function was the awakening of in- 
terest and desire in the man on 
the street and the re-establishment 
of his confidence in the idea of 
home building. As such, these 
films have undoubtedly contributed 
a great deal to the basic stimula- 
tion of business. It seems to remain 
now for Business itself to pick 
up the torch and carry on. Par- 
ticularly is this important since 
the FHA’s completion of its present 
program of housing promotion. 


Johns-Manville Films 


1 brief review of the activity of 
one building industry sponsor: 


* In 1935, the Johns-Manville 
Company sponsored the first sound 
movie pertaining to the building 
industry. The title of it was Be- 
lore and After; it was a dramatic 
story about the re-modeling of a 
house and designed for both con- 
sumer and dealer showings. The 
following year another dramatic 
presentation was produced of a new 
house in Westchester. It told a 
story of a young couple building a 
new home and their trials and ulti- 
mate satisfaction and happiness; 
the title of this was The Forty Point 
Home. 

In 1937, another picture was 
made which was more or less a 
combination of the previous two; 
its title was The House That Ann 


% te 

Left, top to bottom representative 

scenes and facsimiles of promotional 
oklets issued by Johns-Manville im 
mnection with its film program. “Heat 


and Its Control” was produced by 
Caravel Films, Inc.; the others m_ the 
serics were produced by Luther Reed 








THE PUBLIC WANTS 


@ To a national manufacturer 
of building materials, Business 
Screen suggests the sponsorship 
of a new housing picture based 
on localized building problems 
and containing contributions bj 
local architects. The distribution 
possibilities are most attractive: 
local contractors, material deal- 
ers, architects and real estate 
companies might use such a p‘ec- 


NEW HOUSING FILMS 


ture as the theme of a local 
Housing Week. Publicity in local 
news papers, cooperative advertis- 
ing and other apparent advan- 
tages of goodwill and actual 
sales results make this idea well 
worth the thoughtful considera- 
tion of some enterprising build- 
ing materials producer—or for 
more than one for that matter. 


The Editors. 





Built. While Ann’s parents are 
away on a vacation, she undertakes 
to re-model their home with the 
assistance of a rising young archi- 
tect; things work out so success- 
fully in many ways that she and the 
young architect follow their re- 
modeling job with a new home of 
their own. 

All these pictures were shown to 
dealers, clubs. fraternal organiza- 
tions, but the latter picture has also 
had about fifty theatrical showings, 
which is quite unusual for such a 
long (45 minutes) and outright 
“commercial.” 

Two INsuLaTION Pictures Mabe 
* In the spring of 1939, two pic- 
tures were made. both on the. sub- 
ject of insulation. and both very 
similar to each other. The reason 
for the two versions seems to have 
been to keep up the interest of the 
salesman in the visual idea; thus 
after seeing the same picture about 
fifty times, he could obtain use of 
the second version. 

The title of the first version is. 
When Winter Comes, and the sec- 
ond, Comfort That Pays For Itself. 
These pictures are never used for 
canvassing, only for “closing.” 

The prospect is brought around 
to the point of being definitely in- 
terested, then the salesman brings 
over the picture some night and 
shows it to the entire family (and 
neighbors, too, sometimes). Often 
on the strength of the showing the 
sale may be closed right on the spot. 


The Phillip Carey Company, well 
known in the roofing field, recently pro 
duced a lengthy slide film for its dealer 
organization (/ndustrial Pictures.) 


* Each unit of the Home Insulation 
Sales Company has at least one and 
sometimes more sound projectors: 
the various salesmen take turns in 
using the equipment. J-M has found 
that their salesmen are quite adept 
in operating and maintaining the 
prints and equipment, very little 
trouble of any sort is experienced. 
The company maintains 100 sound 
projectors and 50 sound-slide ma- 
chines in the various branches. 

Another picture, slightly more 
institutional than any of the others 
was also made last year, March of 
Progress in the Building Industry 
This was primarily shown to deal- 
ers, but is now also being used for 
club showing. 


Atso Use Sounp Suipe Fitms 
® Various sound-slide films have 
been made in the past two years: 
The Farm Market tells the dealers 
that the farm market is rich and 
inviting. A New and More Beauti- 
ful Insulating Board, tells about 
the company’s new _ insulating 
board factory in Jarrett, Va. This 
slide-film was produced to quicken 
the immediate sale (to dealers) of 
the company’s insulating board. 

Time to Talk Time is a picture 
for dealers about the great possi- 
bilities of time payment for build- 
ing materials, the FHA plan, ete. 
This was made to inform many 
people who did not realize that it 
was just as easy to re-model and 
build new on time payments as it is 
to buy an automobile on credit. 


“The Story of a louse” sponsored by 
the Public Service Co. (New Jersey) 
was a prise-winning motion picture 
contribution to the field of home mod 
ernisation (Audio Productions.) 
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ey 
COMMUNITY HOUSING GUILD 
HERDQUARARTERS 


JOHNS MANVILLE BUILDING MATERIALS 


Scene from the Johns-Manville slide film “Time to Talk Time” 


OTHER Bui_pinc Fim Sponsors 
* Many other suppliers of basic 
building materials, plumbing and 
roofing have made good use of the 
film medium. Typical of these are 
the three-semi-technical sound films 
of the Lone Star Cement Company. 
Heavy Duty Floors. Better Cement 
Vakes Better Concrete, and Cutting 
Costs in Concrete Frame Erection. 
As the titles 
shown to technical groups for the 
most part. 


suggest, these are 
Supervision of the pic- 
tures for the Company was under- 
taken by Cowan & Dengler adver- 
lising agency. Each divisional of- 
fice has a sound projector and Lone 
Star salesmen put on the shows 
when requested. The latest Lone 
Star film With 
Progress is largely non-technical. 


Keeping Pace 


Sates Traininc With S.ipEFILMS 


* In the roofing field, Bird and Son 
and the Tilo Roofing Company have 
made good use of sound slidefilms. 
These are for dealer education and 
sales training. Bird and Son, as 
one of the world’s largest manufac- 
turers of building materials, uses 
this comprehensive dealer educa- 
tional program to show installation 
and application of the product, and 
finally to show the dealer how to 
“cash in” on profits through im- 
Another 


Choosing «a 


PRODUCER? 


proved selling technique. 


Looking for 
DISTRIBUTION? 


SEE 
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use is that of institutional goodwill 
building. Altogether seven  slide- 
films have been made in the last 
two years on both the roofing and 
the floor covering lines. 

Tilo has also used two recent 
slidefilm programs and_ has 
equipped each of its twenty sales 


offices with projectors. These pro- 


._ ductions are intended solely for the 


training of the 
salesmen 


Company's own 
since it has no dealer 
problem. 

Firms IN THE LUMBER FIELD 
* A number of have 
been used by sponsors in the lum- 


programs 


The 30-minute sound 
motion picture of the Weyerhaeuser 
Let's Build To- 
gether, is directed to the building 
trades. It what Weyer- 
haeuser has done to help the prog- 


ber industry. 
Sales Company. 
shows 


ress of the building trades and goes 
into considerable detail on how “4 
Square” lumber, the Company’s 
advertised product, is used on the 
job with many excellent advantages. 

Home of the Wooden Soldiers 
and Here’s How issued by the Red 
Cedar Shingle Bureau are movies 
intended for public showing. In 
this same Western field, the Doug- 
las Fir Plywood Association has 
Manufacture of 
Plywood and_ the 
Association 


sponsored The 
Douglas Fir 
Western Pine offers 
Harvesting the Western Pine for 
group showings. Forest Treasures, 
issued by the Veneer Association, 
has a similar feeling as has The 
Romance of Mahogany sponsored 
by the Mahogany Assn. 

PAINT AND VARNISH SPONSORS 
* Harlon and Goodman, Belleville. 
N. J., brush makers, have taken the 
commonplace story of paint brush 
manufacture to the painting and 
decorating contractors and dealers 





Dealers learn how to increase modernization business in “Time to Talk Time? 


who are their customers. In Good 
Brush Making, a 1600-foot silent 
motion picture, the Company has a 
valuable sales aid which it uses to 
train dealers’ and jobbers’ sales 
Other pictures such as The 
Romance of Paint and Varnish, 
(National Paint, Varnish & Lacquer 


Vodern Methods o] 


fe yrces. 


Association). 


Paint Production, (Armstrong 
Paint) The Story of Duco and 
Dulux (DuPont) and_ Bakelite’s 


Science Saves the Surface also of- 


fer a sales educational theme. 


HEATING AND PLUMBING FILMS 
* The Crane Company’s motion 
picture, Flow, is being generally 
circulated for public group show- 
ings through the facilities of the 
Motion Picture Bureau. This film 
shows the manufacture of Crane 
valves and their widespread use 
from the control of water falls to 
the home bathtub. 
used 


Crane has also 
slidefilms for 
sales training. Of more direct nature 
are The Secret Sins of Sanitation 


many sound 


which shows the hazards of faulty 
plumbing and the Hajoca Corpora- 
tion’s The Making of Brass Work 
and the Evolution of a Bathroom. 
Designs for Better Living issued by 
the Plumbing Ware Division of the 
Briggs Manufacturing Company is 
shown to architects, builders and 
plumbers. 

The heating field includes a new 
sponsor in the Mueller Furnace 
Company of Milwaukee. The Hard 
Way, issued by the Company is now 
being shown to dealers nationally. 
Slidefilms for Stokol, Williamson 
Heater, The Iron Fireman Company 
and the Williams Oil-O-Matic Heat- 
ing Corporation illustrate the ap- 
plication of this medium as a home 
demonstration and 


sales training 
device. Company representatives 


find the sound slidefilm invaluable 
in giving prospects an adequate 


demonstration of modern units. 


SUMMARY OF OTHER Uses 


* In summary, such films as Cer- 
tainteed’s Play Day for Plasterers 
(one-reel, silent) and the many pic- 
lures issued by public utilities 
Of these lat- 


ter, the Public Service Company of 


should be mentioned. 


New Jersey has issued one of the 
best in Story of a House which won 
a public utilities prize. The Amer- 
ican Brass Company’s House o/ 
Dreams, a one reel sound film on 
the use of permanent materials in 
the metal phase of home construc- 
tion. is being distributed by the 
Motion Picture Bureau and is also 
being shown by Company repre- 
sentatives to any groups interested. 
The leaflet cover (below) tells thi 


story of American Brass Company's 
housing film, “The House of Dreams.” 





TWENTY MINUTE 


Votion | 7cture 


ON THE 


Ls} OF Copp 
PER. BRASS 
AND BRONZE Ty HOME Ry ILDING 
rn 
ANACONDA 
ee 
“w= 


Th 
AMeRtE\\ Brass COMPANy 
seven 

a W arenne ny { 
‘Nb SOP Neue ' 


t Opices 

ome ONABOD 
creer 

IN PHING HE ay cure 

















THE ECONOMICAL WAY 
TO GET 


MASS CIRCULATION 


FOR YOUR 
BUSINESS FILMS 





FIGURES LIKE THESE TELL THE STORY: 


For a Motor Car Manufacturer 
216 Prints for 1939 
11,598 SHOWINGS to 1,721,713 PERSONS 


For a Basic Material Manufacturer 
50 Prints for 1939 
3,451 SHOWINGS to 470,335 PERSONS 
For a Food Product Distributor 
50 Prints for 1939 
3,896 SHOWINGS to 533,259 PERSONS 
For a Service Product Manufacturer 
160 Prints, Two Months, 1940 
1,647 SHOWINGS to 259,767 PERSONS 
A NATIONAL INFORMATIONAL PROGRAM 
SERVICE TO SELECTED CONSUMER GROUPS 





Write for these stories in detail—Get 
Raies and Plans for YOUR Film Program 


MOTION PICTURE BUREAU 


OF THE Y.M.C.A 


19SO. LASALLE ST. 351 TURK ST 
CHICAGO SAN FRANCISCO 


347 MADISON AVE. 
NEW YORK 
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TRANSPARENCIES 


ARMSTROKG STUDIES 
OF THE MODERN 
AMERICAN GIRL ARE 
IN A CLASS BY 
THEMSELVES! 


With draftsmanship that has 
the accuracy of the camera 
and a daring color initia- 
tive, Rolf Armstrong has 
created girls whose superla- 
tive vivacious beauty have 
made them not only sure 
winners in the commercial 
field but have set a stand- 
ard of art quality recog- 
nized by critics and con- 
noisseurs everywhere. 


PROJECT LIFE SIZE! 


Armstrong's beautiful girls in all their dazzling color 
and vivid reality are now available in 35mm COLOR 
TRANSPARENCIES, made under the direction of the 
artist himself. 


A Brilliant and Beautiful Addition 
to Your Transparency Collection 
SET OF FOUR 35MM COLOR TRANSPAR- 


ENCIES OF ARMSTRONG FIGURES NOW 
AVAILABLE AT $B00 





Order from your dealer or 


MAIL COUPON TODAY 


ARMSTRONG SERVICE, Dept. R3 
551 Fifth Ave., New York, N. Y. 


| enclose $2. Send four 38mm COLOR TRANS- 
PARENCIES of selected figures. 
SEND DESCRIPTIVE LITERATURE FREE. 


Name 
Address 
City State 





Dealer's Name 











24] 


THE AUDIENCE IS WAITING 


(Continued from Page 13) 
presenting rural farm “entertainments” in 
rented halls, school auditoriums, Grange halls 
and the like. The “power farming” entertain- 
ments are popular among rural folk and 
attendance affords the sponsor a packed house. 

The types of pictures offered rural audiences 
naturally follow the types of selling activity. 
Farm equipment manufacturers naturally lead 
with International Harvester, Deere & Company, 
J. I. Case, Caterpillar and one or two others in 
the vanguard. Of these, the Harvester programs 
have the longest continuous record. Today 
Harvester believes in the film entertainments 
more than ever before. Footage made in the 
South affords added entertainment for Northern 
showings in addition to such special subjects 
as are now being produced for outright enter- 
tainment only. 

With the exception of Ralston (chick feeds) 
and such organizations as Keystone Steel & 
Wire. no organization has been more active 
outside the equipment field than Sears Roebuck 
& Company. Sears has sponsored programs 
which have been of great public relations value. 
Under the 4-H Flag has been accepted with 
enthusiasm and _ gratitude by rural groups 
wherever shown. This is undoubtedly true, also, 
of the Future Farmers organization film, The 
Green Hand. The many thousands who braved 
rain and cold to attend the recent Georgia 
premiere should offer a great inspiration to a 
sponsor with similar aims. 

Wat Firms Are Neepep? 

* The same type of subject matter on basic 
topics of Americanism as those which would be 
welcomed by his urban cousin would be appre- 
ciated by rural audiences. 

There might also be a series of modern farm 
subjects such as the public utilities should spon- 
sor. Electrification progress indicates further 
basis for this. Next in importance would be an 
educational series on scientific farming, perhaps 
based on the short-course idea. 

For the rest: study the needs of our farm 
population, economically and socially, and 
you'll find both the need for information and 
the desire to know. It’s up to the sponsor—the 
audience is waiting! 


Choosing a Producer ? 


GET PRODUCTION 
FACTS & FIGURES 


from the Studios 6f 


BURTON HOLMES 


FILMS 


Complete Professional 


STUDIO & LABORATORY 
FACILITIES & EQUIPMENT 


RCA Ultra -Violet Recording 
Burton Holmes Films, Inc. 


7510 No. Ashland Ave Chicag 
Telephone Rogers Park 5056 





Athens, Ga., 





* 


A rural 
theatre 
audience m 


sees “The 
Green 
Hand” 


premiere. 


-* 








PICTORIAL CREDITS 


Business Screen is indebted to the following 
organizations for pictures appearing in this 
current issue: 

Pace 11: The Venard Organization. 

Pace 12: The Jam Handy Organization; 
Standard Oil Company (Indiana) (audi- 
ence panorama ). 

Pace 14: Maxon, Inc.; Hotpoint & Wilding 
Picture Productions 

Pace 17: Armstrong Cork Co. & West 
Coast Sound Studios, New York City. 

Pace 18-19: Carnegie Steel; H. J. Heinz 
(Wilding) Masland (Audio Productions) 
Venard Organization Standard Oil Co. 
(Indiana) Wilding Pic. Prod. 

Pace 20: Baltimore & Ohio R. R. (Loucks 
& Norling); Deere (Wilding); Standard 
Oil (Calif.) Dowling & Brownell. Finland 
Fights: (Emerson Yorke). 

Pace 21: Federal Housing Administration. 

Pace 22: Johns Manville Corp.; Caravel 
Films, Inc. Luther Reed. The Jam Handy 
Organization (P. 23). 








RAVEN SCREENS 














A CHAIN IS NO STRONGER 
THAN ITS WEAKEST LINK 


After your picture has been made—at an expense 
that frequently runs into many thousands of dollars 
—it would be inconceivable folly to project it on an 


inferior sereen. It would be quite analogous were 
a printer to reproduce a fine, expensive halftone en- 
graving on a cheap, uncoated paper stock. The 


printer knows better. It simply isn’t done. 

In the demonstration of Home Movies to prospec- 
tive clients, discriminating dealers prefer the use of 
Raven Halftone Sereens. Their unique and patented 
texture brings out all the virtues, inherent in the 
film; in the Cavaleade of Color at the World's 
Fair, the Eastman Kodak Company selected a similar 
professional Raven Sereen to portray the superb, 
chromatic effects of their epoch-making production. 


More expensive than other sereens, the initial out- 
lay for a Raven Halftone Sereen will be quickly ab- 
sorbed by the increased percentage of sales that will 
result from a finer presentation of your produet. 


Literature describing a wide variety of 
models, sizes and screen fabrics on request, 


A PICTURE NO BETTER THAN THE 
SCREEN ON WHICH IT IS PROJECTED 














RAVEN SCREEN 


314-16 EAST 35th STREET 


CORPORATION 


NEW YORK CITY 





Business SCREEN 
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, os 1. BETTER, MORE BRILLIANT PROJECTION. 
eW m m This projector uses a specially designed 
7 . 


optical system and large objective lens 
(f.1.65) which provides 10 to 20‘; greater 


* ¢ | screen illumination with 750 watt lamp. 
0 U i | im ro | Yat r ° ‘a 2. BETTER, SIMPLER THREADING. With 
pee. aoe 





threading line cast on projection block, 
this projector is as easy to thread as silent 
equipment. Has large 16-tooth sprockets 
which engage four to five sprocket holes, 
increasing life of films. 














3. BETTER, MORE EFFICIENT COOLING. Blow- 
er scroll in this compartment cools lamp, 
amplifier and aperture gate. Lamphouse is 
only slightly warm while projector is 
operating, thus increasing lamp life. Lamp 
may be quickly and easily removed. 

4. BETTER REEL TAKE-UP AND REWIND. This 
is an exclusive RCA feature. Separate mo- 
tor eliminates spring belts, assures equal 
tension on 400, 800, 1200 and 1600-foot 
reels. Reel rewind is simple and rapid. 


5. BETTER EQUALIZATION. The film take-up 
equalizer, between take-up reel and lower 
ons sprocket, greatly reduces magnitude of 
alg’ jerks and uneven pull of reel. 
MPO). BETTER CONVENIENCE. The s 
le ° . The sound opti- 
ie) te / cal units are mounted on single casting 
Ds } with swinging bracket for easy cleaning. 
VA Exciter lamp may be quickly changed. 
| 7. BETTER OPERATING EASE. All controls 
<i conveniently located and grouped for 
° easy operation. Loss of film loop quickly 
adjusted without stopping projector. 
8. BETTER INPUT PERFORMANCE. Input jack 
permits use of high impedance micro- 
® phone or Victrola attachment with mag- 
netic or crystal pick-up. Speech input may 
be used with either sound or silent films. 








Vi 
9. BETTER REPRODUCTION. 10. BETTER FRAMING. 
11. BETTER TONE. 12. BETTER ACCESSIBILITY. 


13. BETTER VERSATILITY. 14. BETTER LUBRICATION. 
See the exclusive features which put this simplified a6. GESTER LAP CERNE. 


sales making unit YEARS AHEAD! 16. BETTER PORTABILITY. 


Trade-marks “RCA Victor,” “Victrola” Reg. U. S. Pat. 
Off. by RCA Manufacturing Co., Inc. 

Built by the company with the world’s great- of theatres—this new 16 mm. sound film 
est experience in sound recording and 
reproduction—the company that not only 
nakes the sound recording equipment used 
by Hollywood studios, but also the RCA 
Photophone Magic Voice of the Screen 








projector gives you performance, conve- 

nience and ease of operation that mark it _----- 
the finest equipment of its type ever made! / Educational panes one og a N. J. 
Yet the low price is within reach of every |1_ RCA Manufacturing ©» 


business organization! For finer sound system 
reproducing equipment now in thousands performance... use RCA Tubes. 





me complete information con- 


Pusan one ew RCA 16 mm. Sound Film 


cerning the n 
Projector. 
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AUDIO-VISUAL SERVICE 


7 -—-—— State—-——-—-—— o- 
City.---------— 


I should like a demonstration 
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Educational Dept., RCA Mfg. Co., Inc., Camden, N. J. « A Service of the Radio Corp. of America 
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NEWS AND 
NOTES ON 


EQUIPMENT DEVELOPMENT 





@ LATEST INNOVATION in the field 
of continuous projection equipment 
for slidefilms is the DeHaven Icon- 
ovisor now offered by Marks & 
Fuller. Rochester, for national de 
livery. Successfully demonstrated 
in the Prevue Theatre of Business 
Screen early this month, the Icon- 
ovisor very apparently has what 
it takes to give advertisers an eco- 
nomical and dependable unit for 
the projection of still pictures. 
The working mechanism is ap- 
parently almost fool-proof so should 
give little or no operating trouble. 
The projected scenes can be as 
large as the 200-watt S.V.E. cus- 
tomarily permits. Approximately 
10 frames can be carried in a con- 
tinuous strip or a great many more 
(up to 350) on a rewinding ar- 
rangement. The projector can be 
easily synchronized with an accom 
panying turntable if sound is de 
sired. First national customer re- 
ported is Levy Brothers and Adler- 
Rochester, Inc.. of Rochester, N. Y.. 
clothing manufacturers, who plan 
to use 1] units for salesmen and 
consumer showings of full-colo: 


subjects. 


Change to lo6mm Are Projector 


* H. J. Heinz Company will use a 
DeVry l6mm Are Lamp projector 
at the Heinz Pier showings of the 
Company's new feature, Yesterday. 
Today and Tomorrow. The switch 
from a 35mm projector will give 
the exhibitor the advantage of a 
continuous 4.000 foot showing of 
lomm film, the equivalent of’ 10,- 
OOO feet of 35mm. The light 


source is capable of providing a 


The new diagonal B & H splice gives 


24-foot image with a throw of 125 
feet or more. This is far beyond 
the capacities of the ordinary 
lomm sound projector but with a 
quality of sound and illumination 
hardly distinguishable from the 


355mm theatrical unit. 


Motion Study Film Equipment 
@ WITH TIME AND MOTION study be- 
coming of increasing importance to 
the industrialist, and with motion 
pictures assuming a major role in 
this study of operations and meth- 
ods, Bell & Howell announces that 
it is prepared to equip with spe- 
cial micro-motion speed dials any 
of its Filmo 70 16 mm. Cameras or 
Filmo 8 mm. Cameras operating 
in the 16 to 64 speed range. 

Motion = study experts use the 
metric system, with the minute as 
the unit of time. Therefore, Bell 
& Howell cameras equipped for this 
work have micro-motion speed dials 
calibrated to operate the instruments 
at 500, 1.000, 2.000, 3.000. and 
1,000 frames per minute, instead of 
the conventional “per-second” cali- 
brations. Two types of dials are 
available—one graduated exclusive- 
ly for micro-motion work, and the 
other calibrated both for these spe- 
cial speeds and for conventional 
camera speeds. 

In analyzing micro-motion pic- 
tures, each frame is viewed as a 
“still.” and it is necessary to deter- 
mine accurately the number of 
frames in each analytical sequence. 
Therefore, there must be some con- 
venient method of moving the film 
through the projector one frame al 
a time. Although this is easily ac- 
complished on standard Filmo pro- 


) 
2000 Del'ry 


jectors simply by turning the hand- 
setting knob, Bell & Howell is pro- 
viding a special frame counter and 
hand crank, which may be attached 
to any 8 or 16 mm. silent Filmo 
projector. It is instantly disen- 
gaged, for regular projection. 

To illustrate, if a factory opera- 
tion were filmed at 1,000 frames 
per minute, and if the projector 


operator cranked through 100 


frames to complete the operation 
on the screen, it is obvious that 
the operation required 4,» of a 
minute to perform. That is the in- 
formation the time and motion 
study expert wants. 

For further information on Filmo 
camera and projector adaptations 
to micro-motion work, write the Bell 
& Howell Company, 1801 Larch- 
mont Avenue, Chicago, I|linois. 


Lens Coating Increases Brilliance of Screen Image 


@ THE FIRST commercial applica- 
tion of a special film coating to in- 
crease the light transmission of 
lenses has just been completed with 
the delivery of new _ projection 
lenses to twenty-five Loew theatres 
in the larger cities. Lester B. Isaac. 
Director of Projection and Sound 
for Loew’s Theatres, ordered the 
new lenses for the first showing of 
Gone With the Wind after exhaus- 
tive tests by Bausch & Lomb had 
disclosed that screen illumination 
could be stepped up from 15% to 
10% depending upon the type and 
focal length of the lens used. 

Marked improvement in image 
contrast and sharpness of focus 
has been reported by Rochester pro- 
jectionists who have been testing 
the new lenses. 

Officials of Bausch & Lomb said 
that the new lenses have been made 
available in advance of their sched- 
uled date of introduction in order 
to aid Loew’s in securing greater 
screen brilliancy for the technicolor 
production of Gone With the Wind. 

Bausch & Lomb combines two 
processes in its method of produc- 
ing non-reflecting lens surfaces, 
both having the same effect but 
differing in principle. While the 
inner glass-air surfaces are coated 
with a metallic fluoride, the outer 
surface is subjected to a corrosive 
process in which oxides of high 
refractive index are removed from 
the surface leaving a thin structure 
of silica. 

In each case the coating is held 


Vodel G projectors (silent) have been active in consume? 
advertising for one prominent national manufacturer 





to a thickness of a quarter of a 
wavelength of light. Since both the 
film and the lens reflect light it is 
necessary that the crests of the 
waves from one beam shall fall 
into the troughs of the other. Thus 
being out of phase the waves neu- 
tralize each other and reflection is 
eliminated. The missing radiation 
reappears in the transmitted beam 
which may contain as much as 99.6 
per cent of the original radiation. 
When a beam of light falls per- 
pendicularly upon a glass-air sur- 
face from four to five per cent of 
the light is lost by reflection at each 
surface, the precise amount depend- 
ing upon the color of the light and 
the type of glass used. A crown 
glass-air surface reflects about four 
per cent of incident light, whereas 
a flint glass-air surface reflects six 
per cent. The transmission in the 
first glass is 92 per cent; in the 
second 88 per cent. The Bausch & 
Lomb Super-Cinephor with its high 
aperture and the new glasses de- 
veloped for several elements will 
have its light transmission _in- 
creased by approximately forty per 
cent, something of a revolutionary 
factor in projection optics. 
Officials of the company stated 
that the new would 
eventually be applied to a number 
of instruments but that present pro- 
duction plans would be limited to 
a few in which complex lens sys- 


processes 


tems promise a great increase in 
light transmission by the reduction 
of reflection. 


The new DeHaven Iconovisor, show- 
ing the working unit mechanism 
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The Story of UNBN SCeerze 


© In addition to a truly great 16mm. projector and the famed DeVry 35mm. theatre installations, are the 
‘amera line, engineered with the same _ skillful complete laboratory and studio departments available for 
precision that for more than 27 years has distinguished the benefit of commercial and educational tilm producers 









































Mixing Panel for 16 and 
35 mm. Sound Recording 
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To every industrial film user, the ingredients of BOB ELSON 
success are the same: theatre quality production by . , ye meres Connenearee 
competent professional producers and perfect audi- sae Se ees ao ae ee 
ence presentation by theatrical quality projection. 











bro: usts of Radio Station WON 
and the Mutual Broadcasting Sys- 


DeVry projectors have proven their ability to assure tem. Equally skilled ss a film 
. a - A : - commentator, he often appears 
ideal screen presentations—now these DeVry Service | in this role at DeVry's Sound 


Recording Studios. 


facilities are available to offer producers a helping 
hand with consumer film requirements. 


LABORATORY SERVICE SOUND RECORDING 
Complete facilities for devel- Sound-proof studio and equip- 
oping and printing films. ment available for recordings. 


(Above for industrial film producers who have no facilities in Chicago) 


DISTRIBUTION HELPS RELIABLE PRODUCTION 
Efficient setup for commer- We are in a position to rec- 
cial and educational distribu- ommend the producer best 
tion throughout the nation. suited for your picture. 


ECONOMY COUNSEL PROJECTOR SERVICE liek alee pees niin wii 
Our 27 years of proven film Instruction and service facili- CHOICE OF LEADING FILM USERS — 
experience available without ties in key cities throughout 
obligation. the United States. 





Ford Motor Company 
International 
Harvester Company 


The DeVRY “INTERPRETER represents a a> Capper ‘Trecter 
' 3 \ Rubber Company 


Standard Oil Company 
B. F. Goodrich Co. 


Company 

16mm sound projector value that sets new 
standards for clarity of pictures and fidelity of 
tone. Among its many advantages are: Syn- wr te te no gy 
chromatic . Threading, Dual Sound Stabilizer, \ iow Bell Telephone Co. 
: . 66a ‘Ne ss 4 f é ” : se. Goodyear Tire & 
and new Film-Glide that adds years of life to a a NORMAN ALLEY 
your film. Easy to carry, to operate, to buy. American Steel & 

° . rf Wire FAMOUS CAMERAMAN 


Armstrong Cork Co. 
Cunard Line 


Hero of the U.S.S. Panay news- 
reels and other camera ad- 
Dollar Line ventures for Universal Newsreel 
H. J. Heinz Co. is shown here with his prized 
Minneapolis Moline DeVry 35mm. Sound Recording 
Impl. Co. Camera 
Pure Oil Company 
General Electric 
Pan-American Airways 
Crowell Publishing Co. 
Buick Motor Co. 
Westinghouse 
Electric Co. 
Brown & Williamson 
Tebacco Co. 
and many others, 


[ 
‘My, 
- 





a 4 . pr 
CORPORATION 
Factory & Main Office i REV. T. R. JACKMAN 


PRAVELER AND LECTURER 


1 | | | A R M ITA G E AV E N U 3 aC) Sy Shown here with nis DeVry 


lomm. Sound Recording Camera. 


CHICAGO, ILLINOIS ; a The Reverend recently returned 

ule { t with over 10,000 feet of natural 

color pictures taken in Palestine. 

NEW YORK HOLLYWOOD Established 1913 His yy film at cay y he 
Promised Land,” is now avail- 
able for showings. 





DeVRY MANUFACTURES THE LARGEST AND 
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FINEST LINE OF MOTION PICTURE SOUND _ a el i) to 
EQUIPMENT IN THE WORLD ¢ ; ie 
; = - ‘ 
|] 16mm. Sound Projectors 35mm. Sound Projectors | oa 
] 16mm. Silent Projectors 35mm, Silent Projectors Or ae 
16mm. Sound Cameras 35mm. Sound Cameras | my 
16mm. Silent Cameras 35mm. Sound Recorders c ve ie 
16mm. Sound Recorders Publie Address Systems , — 
Spring Steel Reels Camera & Projector Lenses 4 vj) ' 
} ‘ 4 
IMustrated Literature on any of the above products ‘ oan ei 







sent on request, yee 
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SERIES 40 
ANIMATOPHONE 
Multiple-Use 
lémm Sound 
Motion Picture 
Projector 





Sales Managers hail VICTOR’S 
amazing multiple-use Peatures 


In the home, at the conference table, at sales 
meetings, at conventions, this one remarkable 
sound projector provides the perfect medium 
for putting across your sales story to "3 or 
3000". Designed for sales and industrial work, 
the Series 40 Victor Animatophone offers a 
flexibility and economy never before attained 
— projects either silent or sound film. 

















Among its advanced features are: unmatched quality 
of sound, easy portability, perfect freedom from flicker 
even at "silent" speeds, Victor's famous film protection 
and a host of others. Series 40 complete, ready to oper- 
ate, priced as low as $275.00. 








MATCHED ATTACHMENTS 


MICROPHONE 


A Public Address 
System simply by 
plugging in a 
microphone for 
announcements, 
lectures, outside 
entertainments. Other VIC- 
TOR Matched Equipment 
includes plug-ins of mul- 
tiple speakers, amplifiers, 
radio and recording units. 


~, 





TURNTABLE 
A Record Turntable to en- 
hance your sound or silent 
pictures with entertaining 
music before or during 
your show. Simply plugs in. 


WRITE TODAY for the new VICTOR Catalog 


and latest tested business applications. 


























THE NEW FILMS 


(Continued from Page 18) 
of educating retailers on the best 
ways of taking care of and selling 
apples much easier than it has been 
in the past. 


* Westchester County (New York) 
Children’s association produced a 
color motion picture, Pledge of Our 
Day, for its 25th anniversary. The 
picture received its first showing. 
at the Yonkers branch Jan. 14. 


* A strong plug for the sales-train- 
ing film was used in an article on 
the well-conducted sales meeting in 
Laundry Age in January. The ar- 
ticle follows a half-suppositious 
meeting. following an actual one re- 
cently held. The film mentioned is 
How to make a Sale Stay Sold, one 
of the Firing Line Films, series pro- 
vided by Audivision, Inc., New York 
City. 

* Previewed at a recent sales con- 
ference was the new color movie 
of the Aluminum Goods Manufac- 
turing Co., of Manitowoc and Two 





Rivers, Wis. The film will be re- 
leased soon. 


& * * 


© A new riding film, /f Wishes 
Were Horses, made by Dr. James 
Bliss, Cinema Laboratory of West- 
ern Reserve University, Cleveland. 
Ohio, is now available at $5.00 
rental fee plus postage. It presents 
the four types of horses used in 
this country today. For informa- 
tion write Phyllis Van Vleet, 12 
East Gilman St., Madison, Wis. 


© Just completed is the Allied 
Mills, Ine.. film, Vitamins on 
Parade, for use before hatcherymen 
and poultry men groups of all 
kinds. The picture, which was over 
a year in the making, was super- 
vised by Professors E. B. Hart and 
J. A. Halpin of the biochemistry 
and poultry departments of the Uni- 
versity of Wisconsin. The film will 
le available this fall and winter. 
« * x 

* This Business of Farming, a new 
picture on better farm management 
is receiving wide showing in Ala- 
bama. 


THE NEW YORKER 


“The rest of it stinks” 


Business SCREEN 








* Associated Credit Bureaus of America, St. 
Louis, recently joined the National Retail Credit 
Association in the presentation of a new 28- 
minute sound slidefilm Credit The Life of 
Business, a subject for 


showing to business groups under the auspices 


general educational 


of the joint sponsors. 


SOME TOP-RANKING ‘INDUSTRIALS’ 


# Fred R. Cross, Alemite retail sales manager 
for the Stewart-Warner Corporation, recently 
authored his third commercial sound film for 
that company in the past two years. The latest. 
It Takes More Than a Recipe to Bake a Cake, 
is a three-reel sales story in which an Alemite 
dealer learns the way to big business through 
his wife’s baking. A top-flight cast features the 
Hollywood-produced story. Showings are to 
Alemite dealers nationally, putting across a 
new merchandising plan which the film presents. 


Phelps-Dodge Copper Film 

* A new 40-minute saga of the mining, smelt- 
ing, purification and fabrication processes in 
the production of copper is dramatically pre- 
sented in Copper, From Mine to Market. H. A. 
Staples, vice-president of the Phelps-Dodge 
Corporation was the executive in charge. 


To Explain Counterfeit Detection 

* Produced at the order of Frank J. Wilson. 
chief of the United States Secret Service, the 
sound motion picture Know Your Money pre- 
sents a 19-minute explanation of counterfeit 
detection. Written and directed by A. Hazelton 
Rice, a Boston agent, the film will be shown 
nationally through schools. Another version 
based on the same title has been produced by 
Metro-Goldwyn-Mayer for theatrical release and 
a third has been produced by Columbia Pic- 
tures Corp. The title is the slogan of the whole 
Secret Service campaign. 


Fisk Film Traces Industry’s Growth 

* The Fisk tire division of the United States 
Rubber Company (Springfield, Mass.) is the 
sponsor of the four-reel subject Pattern for In- 
dustry which traces the growth of American in- 
dustry from the early days in the Connecticut 
River Valley. Distributed nationally through 
the Company’s branches. 





PROJECTION SERVICE 


A COMPLETE 
MOTION PICTURE DISTRIBUTION SERVICE 


In all phases for Theatrical and non-theatrical pic- 
tures. The non-theatrical service includes supplying 
projectors, screens, operators, etc., and transportation. 


King Cole’s Sound Service, Inc. 
203 East 26th St., N.Y. C. Lexington 2-9850 


Local operating points in upper N. Y.—N. J. and Conn. 























© A FILM IS NO BETTER THAN THE DIS- 
TRIBUTION IT GETS. WE SUPPLY YOU WITH 
BETTER AUDIENCE, BEST EQUIPMENT, 
a OPERATORS AND TRANSPORTA- 
ION. 


Write Us For Quotations. 
* WATSON «x 
TALKING PICTURE SERVICE 
249 Erie Boulevard West Syracuse, N. Y. 
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WINNING HIS WAY 
INTO THE HEARTS 


OF RURAL 


_ AMERICA! 


often 
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“THE GREEN HAND” 


The Outstanding Agricultural Film Document of 1940 
As Adjudged by National Educational and Farm Leaders 


* Since its world premiere at Athens, Georgia, in 
January this year, "The Green Hand", a ninety 
minute sound motion picture, produced by C. L. 
Venard, continues to receive the praise of the 
press—local and national—as well as the enthu- 
siastic endorsements of educational and civic 
leaders. An authentic portrayal of Southern rural 
life, played by real Southern people, it wins its 
way into the hearts of the audiences in true south- 
ern fashion. The genuine human appeal of this 
simple, unaffected story, gains the interest and 
sympathy of all—and thereby builds untold 
good-will for the financial sponsor. 


For more than twenty years Venard films ("The 
Green Hand" is only one of many) have received 
a greater acceptance among rural audiences than 
those of any other producer. Venard films and 
Venard distribution can reach this vast rural mar- 
ket for YOU in the most effective manner—and 
at a cost so low you will be amazed. 


PRESS & CRITICS LAUD "THE GREEN HAND" 


*Will have marked effect 
upon both the visual educa- 
tion and commercial film 
fields ... points the way to 
commercial producers. 
—Film Daily, January 25, 

1940. Ed. Service. 


COMPLETE MOTION PICTURE & SLIDEFILM 
PRODUCTION FACILITIES 


*Will be of great interest 
to the people of the South 
and will do a lot of good in 
carrying out the aims of 
vocational agriculture. 

—VJ. A. Linke, Chief, Agri. 


THE VENARD ORGANIZATION 


Under the Personal Supervision of C. L. Venard 


PEORIA, 
SPECIALISTS 


ILLINOIS 


STATE AND NATIONAL 
LEADERS PRAISE FILM 


*| think you did an excellent 
job in producing "The Green 
Hand."—E. D. Rivers, Gover- 

nor State of Georgia. 


*To the producer of the best 
‘ agriculture picture dealing 
with the problems of the 
South that | have ever seen. 
—Dean Paul W. Chapman, 
University of Georgia Col- 
lege of Agriculture. 


*May be one of the great in- 

spirations in the lives of 

Georgia's people, so far as 

agricultural problems are 

concerned.—Atlanta Consti- 
tution. 


*There is a tremendous de- 

mand for the showing of this 

film in every section of the 

state.—M. D. Mobley, State 
Director, Vocational Edu- 
cation, Georgia. 





Scenes at premiere showing of ''THE 
GREEN HAND," attended by over 
7,000 persons. 


IN FILM PRODUCTION & DISTRIBUTION FOR RURAL AMERICA 








[29] 





7 THE ULTIMATE 
e IN AUTOMATIC 
SLIDEFILM PROJECTION 






Now! 


THE NEW 1940 
Streamlined 


DEHAVEN 
ICONOVISOR 


© A continuous intermittent projector specially designed 
and sturdily constructed for hard, daily use. Projects up 
to 350 single frame titles or pictures on standard 35 mm 
safety film, automatically and continuously at predetermined 
intervals of 1, 3, 6 or 16 seconds. Approximately 40 pictures 
may be looped for repeated operation. Automatic rewind 
and remote control switch available, especially useful for 
lecturers and sound slidefilm presentation. Standard units 
ready for operation on 110 volts, 60 cycles. Supplied in rich 
black finish, with 3-inch lens and 200-watt lamp. 


Exclusive Features! Universal Use! 


© Streamlined Appearance ® Exhibits and Conventions 
@ Fully Automatic @ itinerant Displays 

@ Forced Ventilation ® Sales Promotion 

@ Compact and Portable ® Store Windows 

@ Continuous Operation ® Illustrated Lectures 


Send today for fully descriptive literature and prices; 


Addres 


PNipge) 7 wale 
SLIDEFILM 
EQUIPMENT 
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SOLVING YOUR PROBLEMS WITH SLIDEFILMS 


IINNHYNNNUNAUTEONIOUHEAVEOTUNIHONHONIAHHIRIIHUUNHY 


This is the third of a series of checklists on the applications of the slide- 


film in business. Many more 


received and acknowledged. Your 


letters and comments are gratefully 
suggestions are invited —let’s make 


this list as complete as possible for your own use as well as others. The 
complete checklist will soon be published in reprint form. May we reserve 


your copy now? —THE EDITORS. 


By R. M. McFarland 


33. SHOWING PRESENT 
OWNERS OF YOUR PRODUCTS 
NEW AND BETTER WAYS TO 
USE THEM—No advertising is as 
responsive as the praise and loyalty 
of a satisfied user. Each year from 
laboratories, field research and the 
consumer every manufacturer dis- 
covers new uses as well as better 
ways to operate or use his products. 
Why not pass the information on 
to present users through your sales- 
men or your dealers? A Sound- 
slide Film will do this at a very 
small cost. Think of the prestige, 
product loyalty, and word of mouth 
advertising that will result. Also 
such a film will serve to build up 
customer loyalty for the dealer 
hence stronger dealerships. 


34. SELLING YOUR COMPANY 
TO YOUR BANK, INVESTMENT 
HOUSES AND INVESTORS — 
During the past few months this 
entirely new and very interesting use 
has been developed for Sound-slide 
Films. 

Bankers have discovered that the 
chances for dividend and _ interest 
payments on Stocks and Bonds of 
Industrial Organizations are more 
and more dependent upon the sales 
and merchandising policies of each 
individual company. Their Trust and 
Investment Departments have found 
that Sound-slide Films of various 
companies give them this informa- 
tion quickly and in the same way 
your salesmen, jobbers, dealers, and 
consumers see them. They also find 
out the salient points about your 
products, their demand and use. 


35. PROMOTING PUBLIC AND 
INDUSTRIAL SAFETY — During 
the past year the use of Sound-slide 
Films for this purpose has steadily 
grown. The work of the National 
Safety Council, American Legion, 
Insurance Companies and individual 
companies who have been pioneer- 
ing this forward step is to be com- 
mended. They are gradually build- 
ing a library of safety subjects that 
can be profitably used by every in- 
dustry and organization. Greater 
emphasis upon the safety of the 
public and the employee will be 
evidenced during the coming years. 
Incorporate safety films into your 
Sound-slide Program. Check with 
your Safety Director for use in your 
own plant, have your men use them 
in the field along with your own 
films. If you do not care to produce 
your own Safety Films copies of 
excellent programs already avail- 
able can be obtained at a very nom- 
inal cost from organizations who 
have already produced them. * 


36. RETRAINING A STAFF OF 
SEASONED SALESMEN—Teach- 
ing an old dog new tricks is a 
difficult task at best. The seasoned 
salesman has developed his own 
technique, good or bad, and a semi- 
closed mind. He has forgotten more 
about selling than the home office 
pencil pushers will ever know—in 
his own estimation. However, prod- 
ucts, their uses, advertising, sales 
promotion, marketing, wholesaling, 
retailing, sales tools, etc.—are con- 


tinually changing. Sales Clinics 
cleverly disguised as advisory coun 
cil meetings called to assist the com- 
pany in developing their sales poli- 
cies, product changes, methods, etc., 
are being used with great success 
to put across these retraining pro- 
grams. Sound-slide Films are used 
more and more as the basic train- 
ing mediums in such programs. 


37. VOCATIONAL GUIDANCE— 
Man Power —its proper and most 
effective uses is a problem facing 
every organization today. There is 
today a crying need for better and 
more effective methods of assisting 
first, the individual, and second, the 
organization in determining the 
proper nitch and use of their man 
power. Many organizations spend 
large amounts of money in _ this 
field. Perhaps Sound-slide Films 
might prove to be a sound invest- 
ment for your organization’s voca- 
tional guidance program. Prepare 
films showing the actual facts and 
possibilities in the field of endeavor 
in which your organization is inter- 
ested. Use them among your own 
employees, prospective employees, 
schools, colleges, parent-teachers’ or- 
ganizations, service organizations, 
etc. There is a wide and yet un- 
touched opportunity for Sound-slide 
Films in this field. 


38. TRADE UNIONS—The trade 
union, instead of being a guild of 
highly skilled craftsmen whose main 
interest is to protect their craft and 
maintain a wage commensurate with 
their skill has unfortunately devel- 
oped into something entirely differ- 
ent. During the past decade com- 
paratively few skilled workmen have 
been developed among the younger 
generation. The result of this un- 
fortunate circumstance will be keenly 
felt within the very near future. 

Trade Union Officials, users of 
skilled labor and others should give 
this problem their most sincere at- 
tention. The Sound-slide Film can 
be made the most effective medium 
to start and develop a course of 
basic training for each branch of 
the various trade unions. Which 
Trade Union will be the pioneer in 
taking this progressive and forward 
step? 


39. REAL ESTATE—Today Amer- 
ica is vitally interested in home 
ownership. To the average man the 
purchase of a home is a real gamble. 
He usually overlooks the important 
factors that should be considered in 
the purchase of or the building of a 
home. In the purchase of a home 
such factors as the architect, builder, 
general neighborhood, immediate 
neighborhood, financing, design, fire 
protection, taxes, weather protection, 
materials used, how constructed and 
a thousand other items should be 
considered by the builder or pur- 
chaser. The place of the real estate 
man as a counselor and advisor 
should grow during the next decade. 
Sound-slide Films covering practi- 
cally every subject should be de- 
veloped and used by the Real Estate 
and Building Material Manufactur- 
ers. Their dividends will come from 
a thankful public. 

Real Estate men can also use the 
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Sound-slide Film in promoting the 
sale of new and old homes, subdivi- 
sions, etc. 

40. CREATING PUBLIC OPIN- 
ION—Sound-slide Films are being 
used more and more for the creation 
of favorable public opinion. Various 
Associations and Organizations al- 
ready have numerous successful films 
in the field. If your industry, favor- 
ite organization or other interests 
need a medium to assist you in 
creating favorable public opinion— 
try Sound-slide Films. 


41. PRODUCTS TOO LARGE 
TO SHOW OR DEMONSTRATE 
—Here, again is a use for Sound- 
slide Films that is just coming into 
its own right. Visual or selling with 
pictures has been used in this field 
for years. Now with Sound added to 
the pictures and the entire presenta- 
tion presented in an orderly form 
and in the one best way users have 
found that the result is increased 
sales. If you have such a product 
don’t overlook Sound-slide Films in 
your merchandising program. 


42. IN SOCIAL SERVICE WORK 
—In this type of work the human 
factor is the most important one. To 
carry on social service work the 
need must be continually sold to the 
public in order to obtain assistance 
both in time and money. Sound- 
slide Films showing the work, its 
need and the organization behind it 
are today helping many such or- 
ganizations to survive and carry on 
their good work. 

Another use in this field is in the 
basic training of the social worker. 
A series of films on basic training 
could be used for years both by the 
organization sponsoring the films 
and similar organizations through- 
out the country. A third use for films 
in this field is to equip the social 
worker with suitable programs to 
assist them in selling or gaining the 
confidence of the recipient of the 
social work on its value and what it 
can-do for them. Films on proper 
care of the baby, proper budgets, 
health, proper food, etc., will gain 
respect and cooperation for the so- 
cial worker. 

43. IN THE CHURCH—There is a 

real need for Sound-slide Films in 

the religious field. There are five 
classes of Sound-slide Films that can 
be used in this field: 

1. Primary—teaching the children. 

2. Intermediate—for use on the 

teen-age group. 

3. Adult—for adult classes. 

4. Midweek Activities—this  in- 
cludes films on athletics, domes- 
tic science, current events, pub- 
lic safety, manufacturers non- 
advertising films, public 
opinion, travel, and miscella- 
neous entertainment, education- 
al and training films. 

5. Training—Sunday school teach- 
ers and other activity leaders, 
etc. This field will provide a 
real opportunity for manufac- 
turers, organizations and others 

a real opportunity for distri- 
buting worthwhile non-advertis- 
ing films. 

44. PROMOTING BETTER BUY- 

MANSHIP FOR CONSUMERS— 

Some very worthwhile films have 

been produced in this field. It in- 

cludes a wide range of subjects and 
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a broad opportunity to create good- 
will for your company and products. 
How to buy meats, groceries, fruits, 
vegetables, fabrics, furniture, linens, 
toys, lamps, electrical equipment, 
clothing, etc. Women’s Clubs, Par- 
ent-Teachers, Schools, Colleges and 
practically every type of women’s 
organizations as well as men’s 
groups welcome this type of Sound- 
slide Film. 

45. CREATING STYLE TRENDS 
—Sound-slide Films augmenting 
publicity and advertising in maga- 
zines, newspapers, on the _ radio, 
booklets, etc., are playing an impor- 
tant part in creating style trends. 
Fashions in clothing, cosmetics, fab- 
rics, eating, interior decorating, etc., 
are being shown in both black and 
white and color. Distribution of films 
is comparatively easy for this type 
of program. Department stores rep- 
resent the primary outlet. Most 
stores have regular afternoon pro- 
grams in their theaters and will in- 
clude good films of this type as part 
of their regular programs. 

46. PROPER CARE OF YOUR 
PRODUCT BY THE BUYER— 
The bulk of the complaints, dissat- 
isfaction, and returned goods are 
reported by retailers as resulting 
from improper care or use of prod- 
ucts. Improper laundering, failure to 
properly lubricate, keep clean, store 
under right conditions, rough han- 
dling of fragile instruments, etc., are 
the main causes of these complaints 

Sound-slide Films can be used in 
two ways to help you with this prob- 
lem. First—teach the sales clerk to 
tell the customer how to take care of 
the product, at the time the sale is 
made. (For instance, a film is avail- 
able for training the clerks upon 
the proper laundering of woolens. 
In department stores where this 
film is used regularly returned wool- 
ens, due to shrinkage and improper 
handling have decreased consider- 
ably). Second—films that are shown 
directly to the user either at the time 
of purchase or in group showings. 
47. AGRICULTURAL TRAINING 

-There is a growing demand for 
Sound-slide Films among _ county 
agents, rural schools, 4H Clubs, 
Future Farmers of America,Granges, 
etc., for educational and training 
films on argicultural subjects. These 
films include such subjects as man- 
agement, soil conservation, crop ro- 
tation, cattle and poultry raising and 
care, care and proper use of farm 
equipment, home management, buy- 
manship, food preparation, child 
care, health, and a hundred or more 
other subjects for both men and 
women. If your product is used to 
any extent in the agricultural field 
do not fail to include Sound-slide 
Films in your budget. 

48. PUBLIC HEALTH —In this 
field Sound-slide Films are doing a 
yeoman’s service. However, the li- 
brary of films available at this time 
is comparatively small. The oppor- 
tunity for manufacturers in this field 
is unlimited. Films are really and 
truly needed and will be used ex- 
tensively throughout the United 
States by Public Health Depart- 
ments, Social Agencies, and Medical 
and Nurses’ Training Schools. They 
will use these films in public schools, 
parent-teacher groups, Service Clubs, 
Neighborhood meetings, etc. A real 
opportunity for free distribution 
films which contain a minimum of 
advertising. 

(To be continued) 

Note: If you have solved a prob- 
lem with Sound-slide Films in your 
organization, please send us com- 
plete details so that we may include 
it in succeeding articles. 





SALESMAN! 


He Prefers the 


SLIDE FILM 
PROJECTOR 


IT’S LIGHTER and MORE COMPACT 


SVE Projectors for silent projection of slidefilms or 
for use in sound slidefilm units make a big hit with 
salesmen. These projectors are light and easy to 
carry, take up very little room in the salesman’s car 
or the prospect's office. They can be put into opera- 
tion with a minimum delay. The salesman merely 


opens the case, lifts out the unit and plugs into a 
light circuit. 


And It Gives 
BRIGHTER PICTURES 


The more efficient optical system of SVE Slidefilm 


Projectors presents every slidefilm at its brightest 
and best. 


The SVE line includes styles for every need from 
50 watt units for contact salesmen to 300 watt pro- 
jectors for the largest audience. Fully described in 
interesting booklet “How To Show It.” 
Write for your copy and the name of 
your nearest producer-dealer now! 






SOCIETY 


100 €AST OHIO STREET 


FOR VISUAL EDUCATION. INC. 


CHICAGO - ILLINOIS 
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rOr NOTCH RESULTS 
in Commercial Showings 


Call for Entertainment Shorts 
in 16 MM. Sound-On- Film 


(Black and White or ( 
CARTOONS 
MUSICALS 

Easy Aces COMEDIES 

Timely TRAVELS 
Bill Corum SPORTS 


Send for new Entertainment Catalog 
—just off the press. 


WALTER 0. GUTLOHN, 


35 West 45th Street 


Ine. 
New York 


UNIVERSAL If f 
_ SOUND PROJECTOR’ BSS 


HAS EVERYTHING! 


* LOW PRICE « FOR SOUND OR SILENT FILMS + FOR 
PUBLIC ADDRESS OR PHONE + FULL POWER AMPLIFICA- 
TION + 12° HEAVY DUTY SPEAKERS + REELS TO 16” « RE- 
VERSE ACTION + STILL PICTURE CLUTCH + CENTRAL OILING 
* PERMANENT CARRYING CASES + LICENSED— WARRANTY 
Low in cost, Universal 16MM 
Sound Projectors offer you all of 
the important new features. Four 
models. For all purposes. Simple 
to operate. Economical to main- 
tain. Licensed. Guaranteed. 


UNIVERSAL 
SOUND PROJECTOR DIV. 


19th & Oxford Sts., Phila., Pa. 
New York Office— 1600 Broadway 
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QUALITY PRODUCTIONS 


BLACK & WHITE & IN COLOR 
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SARRA, Inc. 


WHitehall 7696 + 16 East Ontario Street + Chicago 
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For “DRAMATIZED SELLING” 


in sound slidefilms or in live 

talent plays, written and pro- 

duced to fit your needs 
wire, phone or write. 


PAUL HARRIS PRODUCTIONS 


440 So. Dearborn Street Harrison 3983 
Chicago, Illinois 
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@ As IN 


ences, business sponsors find it good 


RADIO broadcasts before studio audi- 
“bhoxoflice” 
to furnish an additional program of entertain- 
ment to lengthen the show. In this department, 


Business Screen will review such material. 
Offers “Camera Highlights” Soundfilm 


Walter O. Gutlohn, Inc. announce the release 


of Camera Highlights of 1939, one reel of 


l6mm. Sound Film, which reviews the great 
events of the past year, including the visit to 
this country of the British royalty—Coronation 
of Pope Pius XII the Bombing of Helsinki 


and the Graf Spee incident. 
A 2 Silent Film entitled Rice 
Culture in Japan is now available from the same 


reel 1l6mm. 


source, 


Wide Variation of Subject Matter 

¢ Everything from Industrious Finland (Pic- 
torial Films. New York) to Championship 
Basketball (Cinema, Inc., Boston) and Fresh 
Water Fishing (Castle Films) is now obtainable 
in 16mm sound on film reels at an average rate 
of seventeen to twenty dollars on outright pur- 
chase basis. 

The industrial film sponsor adapting such 
material to his own program will do well to 
keep his own principal objectives in mind and 
to select subjects that match the interests of 
his contemplated audiences and the general 
A consideration of 
important. A_ well 
interest at 


nature of his own program. 


the time element is also 
balanced program keeps audience 
a constant level. 

Most of the film libraries offer free catalogs. 
Several are Others to 


Clarendon St.. 


listed in these columns. 


address are Cinema. Inc.. 234 


Boston: Nu Art Film Co. 145 W. 45th St.. 
New York; Pictorial Films, 1650 Broadway. 
New York: Castle Films, Inc., 30 Rockefeller 
Plaza. New York: Post Pictures Corp.. 723 


Seventh Ave.. New 


Pictures Corps.. 


York: 


1650 Broadway. 


Non-Theatrical 
New York: or 


and 





address all inquiries to Business Screen, 20 No. 
Wacker Drive. Chicago. 
SOUNDSLIDE PROJECTORS 


FOR SALE AT COST 


(3) 50 WATT FIELD SALES UNITS 


—never used outside sales office— 


all are in perfect condition. 


At $25.00 each, complete, with lamp, 
Screen, AC-DC motor, ete. 
For further details apply: 


BOX 9, BUSINESS SCREEN MAGAZINE 


20 North 


Wacker Drive, Chicago, Illinois 














BUSINESS SCREEN’S LIBRARY FILM REVIEWS 
Attracting Audiences to Your 
Business Show With Entertainment 


A Creative Film Composition 

RHYTHM IN LiGHTs AND SyNcHROMY No. 2, 16 
mm. Suitable for music stu- 
art students, electrical 
and women’s clubs. 

Review Notes—Rhythm in Light is a com- 
bination of sound and movement, with the strains 
of Edward Grieg’s music producing light pat- 
terns that revolve, 


by Commonwealth. 


dent groups, engineers. 


swing and spiral—combin- 
ing the evisual and aural—a mathematical sys- 
tem used to illustrate two means of = ‘ssion. 
Syne ‘hromy No. 2 develops Wagner 
Star.” as sung by Reginald W basal. 


“Evening 


Some Additional Program Notes 

* History, drama, adventure, travel and sport 
films besides comedies and cartoons are being 
released by Nu Art in 16 mm. Jeanette Mac- 
Donald, Walter Huston, Myrna Loy, Joe Brown 
and other well-known entertainers are featured. 

Free to film users is a new list of general 
feature 16 mm sound film for sale or rental by 
Films, Ine.. New York City. 

Poetic Gems, a motion picture adaptation 
of the poems of Edgar A. Guest are offered in 
a series of 13 single reel subject on 16 mm sound 
film by Post Pictures. A wide variety of short 
subjects and 16 mm features are in their new 
catalogue. 

Bell Howell Filmosound Library lists 
hundreds of other suitable subjects of enter- 
tainment and educational nature. 


and 


Gutlohn Issues 1940 Catalog 


* After months of preparation, Walter O. Gut- 
lohn, Ine., distributors of l6mm. sound and 
silent film, announce the publication of the 9th 
edition of their catalog of entertainment films. 

This 112-page catalogue, profusely illustrated. 
sent without cost by writing to Walter O. Gut- 


lohn. Inc... 35 West 45th Street. New York City. 


After Production: a] 
ae aie! 


SS DISTRIBUTION @ 


through the facilities of 


™ BURTONHOLMES @ 
=) FILMS ~~ 


Modern Studio & Laboratory 
Facilities — Complete Creative 
and Distribution Service 


WRITE FOR THE FACTS 


ws Burton Holmes Films, Inc. 


7510 No. Ashland Ave Chicago 
e& Telephone Rogers Park 5056 





SEE PAGE 34 FOR DETAILS 
| SS =a 
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* Cartoons and sport reels are 
recommended for the general in- 
dustrial film program. Contro- 
versial subjects should certainly 
be avoided. Here is a typical ideal 
type of film: 


Castle’s “Swimming and 
Diving Aces” 
* A movie that is ideally suited 
for adding interest and variety to 
dealer, district and consumer sales 
meetings has just been released by 
Castle Films. It is Swimming and 
Diving Aces, available in both 
sound and silent 16mm versions. 
Sales meetings, especially those 
where a manufacturer has a busi- 
ness-film carrying his own message, 
are often stimulated in tone and 
spirit when variety is added to the 
session’s “bill” by one or more 
films of news, sports or adventure 
subjects. His audience gets a serv- 
ing of more than the feature pic- 
ture, which is the chief reason for 
the meeting. As in a movie-theatre, 
he remembers the “feature” better 
if it has been surrounded with 
novelty, news, sports and cartoons. 
Swimming and Diving Aces has 
such universal appeal that it is un- 
usually adapted to use in enlivening 
business meetings. The movie offers 
the greatest array of mermaid- 
champs and diver-aces ever as- 
sembled in one reel. Much of the 
film is in slow-motion which allows 
close attention to the fine details 
that count toward making cham- 
pions. In addition, the picture is 
a fine example of superb cine- 
matography, containing many an- 
gles and effects that amateur 
camera fans will want to duplicate 
when they get out to pools and 
beaches this season. 





Let Us Recommend 
Entertaining Films 


@ Business Screen offers a check- 
list of the most suitable subjects 
for a business program sponsor to- 
gether with sale and rental rates 
—without obligation—write: 


SCREEN SERVICE BUREAU 
20 No. Wacker Drive, Chicago, Ill. 











Edwards Heads Non-Theatrical 
Pictures Corporation 

* Herbert T. Edwards, head of 
Commonwealth Pictures and 16mm 
film pioneer, heads the new Non- 
Theatrical Pictures Corporation. 
1650 Broadway, New York City. 


Filmosound 1940 Catalog Out 


* Literally a “blue book” of film 
information, the 1940 edition of the 
Filmosound Library Catalog is now 
available, opportunely coming just 
at the height of the film-booking 
season. Bell & Howell announces 
that the new, 92 page film book is 
28 pages larger than last year’s 
catalog, that it lists 400 more films, 
and that it is more helpful than 
ever as a guide to the selection and 
evaluation of film programs. 
Geared to meet the most diver- 
sified demands of educator, indus- 
trialist, home, church, 
munity, the 


and com- 
Filmosound Library 
offers carefully selected films on a 
vast variety of subjects, and the 
new edition of the catalog covers 
them all. There are, for example. 
nearly 150 films on general and 
biological science; 281 full length 
feature pictures; more than 300 
reels on travel and adventure; etc. 
Rental prices are given, and the 
audience-suitability of each pic- 
ture is clearly indicated, as well. 





Program interruption is eliminated in dual operation of Amprosound Models YSA 
with tri-purpose amplifier, automatic changeover relay. Units also used separately 
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IT TAKES 
MORE THAN 
A CAMERA 
AND SOME FILM 


To make a really good in- 
dustrial film, one vital essen- 
tial is excellent photography, 
but that isn’t all. 


There are 105 separate items 
of facilities and expert per- 
sonal services on the break- 
down chart on which our 
pictures are budgeted. 


You will need an organiza- 
tion which has the wide ex- 
perience of how to do a lot 
of different things, and how 
to weave a convincing story 
—if your picture turns out to 
be the kind that audiences 
talk about and not just 
another “commercial.” 


DOWLING and BROWNELL 


6625 Romaine Street * 





Hollywood, California 











An Industrial Film 
Theatres ASK FOR... 


The Baltimore & Ohio's two-reel 
sound picture “Washington, the 
Shrine of American Patriotism," 
was planned purely for non-thea- 
trical showing. But more than a 
hundred leading theatres have al- 
ready booked it. The sheer inter- 
est-value built into the picture has 
led critical theatre managers to 
ask for it. 

The original direction that made 
a hit picture out of a visit to Wash- 
ington . . . also went into the top- 
ranking World's Fair films—Chrys- 
ler's three-dimensional "In Tune 
with Tomorrow," and Coty's "Sym- 
phonies in Fragrance"—also pro- 
duced by Loucks & Norling. 

Watch for more examples in this 
year's Fair pictures—in full color. 
And for a fresh, original approach 
to your own picture-subject, call in 


LOUCKS & NORLING STUDIOS 
245 West 55th Street New York 
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FMERSON YORKE 


oo oe a 
PRODUCER of MOTION PICTURES 


Script to Screen — 


@ INFORMATIVE @ THEATRICAL 


@ EDUCATIONAL @ INDUSTRIAL 


35mm 16mm 8mm 


Black & White Color 


Professional 


PRODUCTION 


Guaranteed 


DISTRIBUTION 


245 West 55th St 
NEW YORK CITY 


Telephone 
Circle 6-3688 





Tn early spring, Chicago & Southern will inaugu- 
rate a new fleet of giant Douglas DC-3 21 Pas- 
senger Planes. 





‘ pe f° ae 
3 Daily Flights 


between 
’ ’ ‘ TOUT 4 Ta) 
CHICAGO & NEW ORLEANS 
Both Directions 

Plan now to fly to America’s southern playground 
New Orleans and the smart resort cities of the 
Gulf Coast. See New Orleans with its old world 
flavor and timeless charm. Play or loaf in the 


sunshine at Biloxi, Gulfport, Inn-by-the-Sea or 
Pass Christian. 


Low Air Travel Fares 
New York 


I os Angeles 


New Orleans $ 73.85 one way 


New Orleans 103.11 one way 
Chicago — New Orleans 14.60 one way 
10°), Reduction on Round Trips 


For information and reservations call 
your travel agent. 


CHICAGO & SOUTHERN 
Ain Lines 


“The Valley Level Route” 








An ultra-modern 
hostelry in the 
heart of Chicago 
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THE FILM FORUM 


4 Column of Letters from our Readers 


Editor, Business Screen: 


¢ To commemorate its first year of activity in 
its field, Allied Non-Theatrical Film Association 
members will gather in New York City on April 
26 for their annual meeting and banquet. It 
is expected that several hundred film distribu- 
tors, equipment manufacturers, laboratory men, 
visual education specialists, and others con- 
necied with the non-theatrical film field will 
attend. Leaders of the industry will discuss 
current problems effecting the field while of- 
ficers will report on the activities of the organ- 
ization during the past year. Election of officers 
for the ensuing year will also occupy a place 


on the program. 


ALLIED NON-THEATRICAL FILM ASSOCIATION 


Laurence Saltzman 


Publicity Chairman 


Editor, Business Screen: 


* For some time I have been trying to get defi- 
nite information on the proper storage and 
treatment of film. After reading page after page 
of technical fog on the chemistry of film and 
the conclusions on its care, I am no nearer an 
answer than when I started. 

The information I get goes something like 
this. Nitrate film is relatively unstable being 
subject to excessive drying and chemical de- 
composition. Acetate film is relatively stable 
and is not subject to chemical decomposition. 
Some sources say, to prevent or retard decompo- 
sition, wind film tightly to squeeze out all air 
then put it away and leave it alone. Others 
say wind film loose and use gum camphor. Still 
others say to rewind all film once or twice a 
year. Then there is the matter of film vault 
temperature, wet and dry bulb reading, etc.. 
but no equipment or method is recommended 
to obtain these results. 

We have our own vault in which we store 
about 200,000 feet of negative and positive film 
of the following classifications: 35 mm. Tech- 
nicolor, Magnicolor. and Black and White of 
both nitrate and acetate; 16 mm. Kodachrome 
and Black and White of acetate. 

It is my belief that there are many exhibitors 
possessing their own facilities, who would ap- 
preciate articles on the care and proper use of 
equipment. I realize of course that your primary 
purpose is to stimulate and further the use of 
films as a merchandizing medium in the com- 
mercial and industrial field. For the newcomers 
and those who have just recently entered upon 
such a program, any information which will 
help them avoid costly mistakes in operation, 
will be most welcome. 

In closing. may I add my word of apprecia- 
tion for the splendid job which BUSINESS SCREEN 
is doing. 


F.C. Williams 


LOS ANGELES, CALIFORNIA 


r= ON YOUR FILM MAKES 
OIL YOUR PICTURES FLICKER 
ON THE SCREEN... 

Seats 


VAPC) RATE 


or 
PREVENTS OIL ABSORPTION AND 
PERMANENT OIL STAINS 


EYE-STRAINING PUN- 

ISHMENT FROM SCRATCHES, 

SPOTS AND STAINS 
Make looking at yc 


our pictures a pleasure for yourself 
" } 











and you sstomers 
Fraction- Nation wide 
of-a- Better photo finishers facilities 
cent- offer VapOrate protec- through 
per-foot- tion for still negatives your own 
cost. dealer. 








Bell & Howell Co. 
Chicago, Ill. 
180! Larchmont Ave. 
Hollywood, California 
716 No. LaBrea 


Vaporate Co., Inc. 
130 W. 46th St. 
New York, N. Y. 








PROJECTIONISTS 
WANTED 


® Experienced operators and own- 
ers of l6mm or 35mm _ sound 
projection equipment available for 
either day or evening hour book- 
ings wanted by national business 
organization furnishing films. State 
rates, references and complete de- 
tails regarding equipment, local 
organization contacts and hours 
available. Also mileage charge for 
occasional rural and = suburban 
bookings. Only reliable,experienced 
operators with competent equip- 
ment need reply. 


Write at once to 


Box 17, Business Screen Magazine 
20 North Wacker Drive 


Chicago 











SS a 
THE LAST WORD IN QUALITY PRODUCTION 


For 
qm COMPLETE PRODUCTION am 
& DISTRIBUTION SERVICE 


© Experienced Creative & 
Merchandising Counsel & 
& Script Preparation... 


® Professional Studio and 
Laboratory Facilities . 


GB © RCA Sound Recording... ee 


® Complete & Economical 


Sis Distribution Service... P74 


CHOOSE : 


ew Burton Holmes @ 
Films, Inc. 


Ue) 7510 No. Ashland Ave. Chicago 
Telephone Rogers Park 5056 


Business SCREEN 
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at new york's front door. . 


The 56-story CHANIN BUILDING — 122 East 42nd Street, 
corner of Lexington Avenue and opposite Grand Central 


Terminal—stands literally at New York’s Front Door. 


Entrances lead directly into the building from the Terminal 
and the train platforms of three subway lines. The midtown 
motorcoach station of the Baltimore & Ohio Railroad is 


located in the building. 


The CHANIN BUILDING enjoys unobstructed light and 
air from four sides. Its public corridors are spacious. Its 
high-speed elevators are more than adequate to the needs of 


the building. 


Many of America’s business leaders have found in the 
CHANIN BUILDING offices of convenience, efficiency and 
economy, as well as the prestige of a nationally-known ad- 
dress. Tenants and non-tenants alike use the unique Audi- 
torium, located on the 50th floor and equipped for radio, 
screen and stage presentations, in conjunction with their 


sales conferences, convent’ons and professional gatherings. 
e 


Offices in the CHANIN BUILDING are designed by the 
Chanin Organization’s own Architectural Department to the 


exact needs of cach organization. 
@ 


Inquiries concerning available units of all sizes are cordially 
invited. Full information, including floor plans and rent 


schedules will be furnished promptly and without obligation. 


Chanin 


122 East 42nd Street, New York City 















New York, New Haven & Harttord 
Railroad 


PRESENTS 
“NEW ENGLAND Z 


Yesterday and Today y 
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Pilgrims Pride 


AMerIcA is a land of miracles. The dramatic “‘comeback’”’ of the 







railroads is not the least of these wondrous happenings. 


Just a few years ago the economic referee was on the verge of count- 
ing ten over one of our greatest industries. Today the railroads are 


once more on the march. 


Well to the front of the parade is the famous New Haven Railroad. 
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is a fine 


Its motion picture, “New England Yesterday and Today,’ 


example of modern sales technique skillfully applied. 


There is nothing wrong with American Business 


that Better Salesmanshin wont cure 
7hae JAM HANDY Organization 


Slidefilms @® Talking Pictures @ Sales Meetings @ Convention Playlets 








* New York ™* Hollywood * Chicago * Detroit * Dayton * Boston * Wilmington 
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